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NBC Stations’ Opposition Halts 
Talk of Nighttime Radio Rate Cut 


New York, Jan. 5—Strong, con- 
certed opposition from affiliates 
has, as was generally expected, 
stymied National Broadcasting 
Co.’s efforts to speed up network 
radio sales by cutting time rates 
in TV markets. But the industry 
generally and skeptical affiliates 
in particular are watching closely 
to see how serious a hurdle NBC 
has set up for itself and the rest 
of network radio by providing cau- 
tious buyers with ready-made ar- 
guments against its present price 
scale. : 

In mid-December, NBC stirred 
up a major intra-family revolt 
when it asked local station man- 
agers in some 50 video cities to 
agree to lower their nighttime ra- 
dio rates effective Jan. 15. The re- 
action to this proposal, which sug- 
gested reductions scaled according 
to TV’s strength in a particular 
area, was so consistently and ve- 
hemently adverse that the net- 
work decided to hold a_ special 
meeting here Jan. 10 to discuss the 
problem. 

This was heralded as a first- 
round win for local station man- 
agers, who candidly advised the 


network to get out and sell radio— 
as they were doing to spot and 
local advertisers—rather than 
cheapen the medium by offering 
it at bargain rates (AA, Dec. 18). 


@ This week the network gave in 
completely, for the moment at 
least, to station opposition, called 
off the proposed meeting and filed 
the new, lowered nighttime rate 
schedule in a folder marked “Fu- 
ture.” 

The company 
one-page release: 

“Several weeks ago the National 
Broadcasting Co. asked its radio 
affiliates in television markets to 
participate in a reduction of eve- 
ning network radio rates in those 
markets. 

“These rates are fixed by the 
terms of the affiliation contracts 
between the network and the sta- 
tions and cannot be reduced with- 
out the consent of the stations. All 
of the stations affected have been 
consulted. 


explained, in a 


se “It is their consensus, expressed 
individually to us, that a reduction 
(Continued on Page 55) 


Libby Offers Orchids to Pineapple 
Juice Buyers in Three-City Fanfare 


Cuicaco, Jan. 4—Orchids are! 


going to be popular in New York, First Consumer 


Philadelphia and Chicago during 
the next month, when Libby, Mc- 
Neill & Libby breaks an unusual 
pineapple juice promotion in these 
cities, featuring a corsage of three 
Vanta orchids for 50¢ and a label 
from one can of Libby's pineapple 
juice. 

Libby currently has a pineapple 
juice promotion running in some 
21 markets from coast to coast, 
featuring an offer of a pair of 
scissors for 35¢ and a label, and 
this offer will continue on spot 
radio in those cities. 

During January and February, 
Libby will also run the largest 
concentration of national magazine 

(Continued on Page 55) 
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Ad Is Placed by 
Mead Johnson 


New York, Jan. 4—Mead John- 
son & Co. today placed an 800-line 
insertion in 88 newspapers, the 
first consumer newspaper ad the 
company has placed in its almost 
50 years of business. 

The ad, first of a series acquaint- 
ing the public with the changes in 
names and packaging for Mead’s 
Pablum pre-cooked cereals, is the 
preliminary step in new advertis- 
ing which will expand to include 
national and specialized magazines 
for a consumer campaign, con- 
ducted by C. J. LaRoche & Co. The 
budget is approximately $300,000 

Running in every city of 50,000 
population and up in Mead John- 
son’s two coastal territories, the 
insertion is headlined: “Now the 
trusted name of Pablum is given 
to two famous baby cereals’”—Pab- 
lum mixed cereal and Pablum oat- 
meal (formerly Pabena). 


available in the familiar round con- 


| tainer under the Pabena name for 


some months, according to the 
agency, until the new name and 
package become known. At that 
time both Pablum mixed cereal 
and Pablum oatmeal will be sold 
only in rectangular packages 
equipped with a pouring spout. 
Growing competition in the baby 
cereal field, as well as consumer 
demand, has forced the company 


(Continued on Page 59) 
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NEW HOLIDAY—Aunt Jemima newspaper ad featuring 
Quaker Oats Co. and a score of others hope to make an important annual event. The 
date is Feb. 6, the day before the beginning of Lent. 


“pancake day,” which 


Score of Advertisers Join to Rescue 
‘Pancake Day’ from Its Obscurity 


Cuicaco, Jan. 4—“Pancake day,” 
a holiday with religious signifi- 
cance celebrated for half a millen- 
nium in Europe, is going to get a 
more prominent place on the U. S. 
calendar, if a score of food adver- 
tisers have their way. 

“Pancake day’’—the day before 
| Ash Wednesday, the beginning of 
| Lent—seems to have originated in 

England, and to be celebrated cur- 
rently in Europe, Africa, South 
America and Canada, but only 
modestly in the U. S. The holiday 
pancakes allegedly had their start 
in medieval England, where house- 
wives baked a prescribed formula 


of “shriving cakes” on the day be- 
fore the beginning of Lent. 

This vear Feb. 6 will be “an- 
cake day,” and the ancient custom 
will be brought to the attention of 
U. S. housewives with a fanfare of 
publicity, promotion and advertis- 
ing developed by about 16 pro- 
ducers of mixes, syrup, butter, 
coffee and other products normally 
associated with the consumption of 
the cakes. 


ge U.S. pancake day had its origin 

in the experience of Quaker Oats 

Co. of Canada, where the holiday 
(Continued on Page 55) 


- Last Minute News Flashes 


| Automatic Washer Names Garrison Agency 


Newton, IA., Jan 5—W. W. Garrison & Co., Chicago, has been ap- 
pointed to handle the account of Automatic Washer Co., effective Jan. 1. 
The advertising and merchandising program for Laundry Queen wash- 
ers is being built and will be announced later this month. Rogers & | 
Smith, Chicago, formerly handled the account. 


Fish Joins ‘Hunting & Fishing’ 

Cuicaco, Jan. 5—Paul R. Fish, head of Paul R. Fish & Associates, 
Los Angeles publishers’ representative, has been named advertising 
director of Hunting & Fishing, Chicago, effective immediately. The 
representative business will be continued, with Hunting & Fishing 
handled on the Pacific Coast. Mr. Fish was formerly Chicago manager 
for Nancy Sasser Buy-Lines, and before that with The American 
Weekly, Cosmopolitan and Liberty. 


Admiral Sets Up $18,000,000 Ad Budget for ‘51 


Cuicaco, Jan. 5—Ross ‘Siragusa, president of Admiral Corp., yester- 


| day told members of the company’s distribution organization that Ad- 


| miral will advertise at the rate of $18,000,000 annually through the 


first quarter of 1951. In 1950 the company spent more than $17,000,000 


| on factory and co-op ads and sales promotion. Magazines, newspapers, 


television, radio and black light outdoor posters will be used. 


Norwich, Doubleday Sponsor NBC News 


New York, Jan. 5—NBC has added two radio news sponsors: Nor- 
wich Pharmacal Co. (Benton & Bowles) for a five-minute program 
with Bob Trout, starting Feb. 4, at 5:25 p.m., EST, and Doubleday 
& Co. (Huber Hoge & Sons) for a 15-minute newscast with Edwin 
C. Hill, starting Jan. 21, at 11:15 a.m., EST. 


Reinhold Publishing Elects Lue Vice-President 
New York, Jan. 5—Merald Lue, advertising sales manager of the 
American Chemical Society publications since November, 1949, has 
been elected a vice-president of Reinhold Publishing Corp. 
(Additional News Flashes on Page 59) 


Probers Insist 
Lobbying Rules 
Also Cover Ads 


WASHINGTON, Jan. 4—The spe- 
cial House committee of the 81st 
|Congress investigating lobbying 
closed its doors today with a warn- 
| ing that the existing Lobbying Act 

covers advertising campaigns 
|“which seek to influence legisla- 
tion.” 

The Democrats on the committee 
| also concluded that the registration 
| provisions apply to mass pamphlet- 
| eering campaigns “where thou- 
| sands of leaflets or bookiets are 
| distributed to the public or Con- 
| gress to affect legislation.” 
| Rep. Frank Buchanan (D., Pa.); 
| chairman of the controversial com- 
| mittee, had concluded that “there 
should not be regulation of at- 
tempts to influence legislation but 
only identification of pressure 
groups and the sources of their 
support.” 


@ Like the committee’s previous 
reports, the final recommendations 
were signed only by the Demo- 
crats. Republicans said they agreed 
with many of the conclusions, but 
that they had not been consulted 
in the preparation of the report. 

| Republicans said they feel there 
are “uncertainties” in the present 


law which should be clarified. 
Chairman Buchanan’ contended 
|that staff studies demonstrated 


that the existing law is “clear.” 

Among the majority recommen- 
dations were these: 

1. That radio and TV be ex- 
empted from the act, as newspa- 
pers and other periodicals are. 

2. That the term “lobbying” be 
deleted from the act because of 
its evil connotation. 

3. That persons spending or re- 
ceiving less than $1,000 a year to 
influence legislation be exempt. 

According to Rep. Buchanan, 

(Continued on Page 58) 


| Fels May Introduce 
a Liquid Detergent 


PHILADELPHIA, Jan. 5—Fels & Co., 
; manufacturer of Fels-Naptha soap 
| and Felso, packaged detergent, is 

considering the introduction of a 
liquid detergent this year. 

The company is investigating 
raw materials sources and its ad- 
vertising agency, S. E. Roberts Inc., 
Philadelphia, has been doing some 
market research on the proposed 
new product. 

ADVERTISING AGE learned that the 
company has made no final de- 
cision, since there is danger that 
many of the chemicals which go 
into such a product may be de- 
clared critical. 

The company has expanded pro- 
duction and distribution of its 
Felso, with distribution now na- 
tional. Advertising plans for Felso 
are on a national basis, but definite 
plans will hinge on production and 
possible materials shortages. The 
company again will use news- 
papers to a great extent in the 
coming year. 
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National Merchandising Service wi 
Field Men in 53 Markets Announced 


New York, Jan. 5—National 
Merchandising Service, a special 
division of the Franklin & Gladney 
Advertising Agency, will announce 
Monday (Jan. 8) the formation of 
a national network of merchandis- 
ing, promotion and public rela- 
tions field men covering. 53 key 
markets in the U.S. and Toronto, 
Canada. 

Bernard 
of the service, 


W. Maxwell, director 
said it would be 
available on a per-market basis 
to manufacturers, distributors, 
services, publications, organiza- 
tions and trade associations. He 
said he believed the service will 
be the only one of its kind offer- 
ing “such extensive coverage in 
the three directions that supple- 
ment advertising.” 

Mr. Maxwell said the scope of 


the service will not be limited to|tising control than before.” 


nationally distributing manufac- 
turers, but will help the local- 
level promotion of any product 
with one or more markets beside 
New York. 


s Among its operations, the serv- 
ice will undertake to tell the story 
of industry, apprise sales person- 
nel and club and association groups 
of a product's selling points, and 
urge the support of the pre-selling 
job already performed by news- 
papers, magazines, radio and tele- 
vision. 

Inter-department tie-ins will be 
arranged and supervised for de- 
partment stores by the service's 
53 field men, who will make use 
of such devices as elevator cards, 
store bulletins, mailing stuffers, 
tie-ups, and “offer greater adver- 
The 


| field men also may serve as ad-| 


vance agents for traveling ex- 
hibits, speakers and personalities. 


e “The service,” Mr. Maxwell 
said, “is ideally economical in as 
much as it conforms to the peaks 
and valleys of business and activ- 
ity, and can be used as needed.” 

He said the service provides the 
answer to a recent merchandising 
study which indicated that 30% 
of the food, appliance, hardware, 
furniture, drug and department 
stores covered used less than 10% 
of the counter display materials 
sent to them by advertisers. 

He said the new service will 
have its field men personally place 
or arrange for the use of display 
materials. The field men will also 
return unaccepted pieces to New 
York for eventual use elsewhere. 


@ Operating in the principal trad- 
ing centers which, in 1950, ac- 
counted for a department store re- 
tail sales volume of more than 
$2 billion, the service is said to 
offer industry “an unprecedented 
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*BASED ON AVERAGE CIRCULATION FROM SEPT 1 TO DEC. 1, 1950 

‘ FROM PUBLISHER'S OWN RECORDS 

‘ In keeping with its long record of steady, continuous growth, 


DAILY CIRCULATION 


HIGHEST CIRCULATION 
IN TRIBUNE HISTORY! 


' DAILY 


Oakland Tribune circulation has climbed to an all-time high — 
and is still growing! 


Since 1939, greatest home-delivered daily and Sunday circu- 
lation in Northern California. 


SUNDAY 


UP 23.5% 


OVER 1949 


1950— 185,000 


K— 235%— 


DAILY 


1949 — 149,849°* 


sunpay circucaTion UP 15.5% over i949 


1950— 190,000 


15.5% 


SUNDAY 


1949 164,427** 


AUPOR ATER CREEE CrREPROTE ere 


**Total Net Paid Circulation, 


A.B.C. Publisher's Statement, March 31, 1949 


Oakland.abE Tribune 


ne SELTER RENE ORNEROE BALE BEOE FORE GE DEBT EE 


- CRESMER & WOODWARD, INC. 
| Representatives Including Sunday Magazine 


cS 


DISPLAY TEST ROOM—Waigreen Drug Stores’ new display department in Chicago 
is designed especially for developing store interior and window displays and 
other merchandising ideas. Everything from a new drug counter rack to a com- 


plete holiday campaign may be developed under diti 


appr g an 


actual store. 


opportunity to extend its mer- 
chandising promotion and public 
relations scope beyond the 12 ma- 
jor markets limit as generally de- 
fined today.” 

The effectiveness of the serv- 
ice, he added, will be measurable 
in the economy afforded small 
business previously unable to hire, 
train and bear the expense of the 
personnel required to do the con- 
sumer level follow-up work. 

Another benefit, he said, is that 
the service will give small busi- 
|}ness added prestige, since most 
| merchandising, promotion and 
| public relations will be done lo- 
cally under the name of the busi- 
ness concerned. 

As a contribution to the na- 
tion’s defense program, the serv- 
ice is planning to make a mini- 
mum of 5,500 field force man- 
hours available annually to gov- 
ernment agencies which have need 
for a saturation or “grass roots” 
.as<. 

Before Nov. 1, Franklin & Glad- 
ney was known as Franklin, Bertin 
& Tragerman. 


| Schedules New Publication 


| Holliday Publications, Montreal, 
| will launch a new publication, 
Canadian Builder, in March, 1951. 
It will cover residential, institu- 
tional, commercial and industrial 
building from the blueprint stage 
to the final coat of paint. 


Moves Three Departments 
Erwin, Wasey & Co., New York, 
has transferred its checking, bill- 
ing and accounting departments 
from the company’s main office 
at 420 Lexington Ave. to the Com- 
merce Bldg. at 155 E. 44th St. 


Walgreen Completes 
Display Laboratory 
to Test New Ideas 


Cuicaco, Jan. 2—Walgreen Drug 
Stores has opened a new display 
department with complete facili- 
ties for developing displays and 
promotion ideas in an atmosphere 
which simulates that of an actual 
store. 

The display test building, at 
6122 N. Clark St., contains com- 
plete, full-size drug, cosmetic and 
cigar departments, plus a host of 
merchandise islands, show cases, 
wall shelving and 22 full-size dis- 
play windows. The display win- 
dows are designed for testing pre- 
sentations from a street traffic 
point of view. 

When displays are completed and 
approved by company officials, 
display department staff members 
diagram them and take photos to 
guide window trimmers in the va- 
rious Walgreen stores. 

According to C. W. Mulaney, di- 
rector of merchandising, the dis- 
play test room already has pro- 
duced a number of tested and 
proved displays for stores through- 
out the country. 


Sanft Joins Hall Agency 

Myron Sanft has been named as- 
sociate director of Maybelle F. 
Hall Co., New York, advertising 
and promotion agency. 


Cocco Joins Lush Agency 

| Frank Cocco has joined E. J. 
| Lush Inc., New Haven, Conn., 
}agency, as a copywriter. 


| PRE-SELECTED 
MARKET 


magazines and fiction. 


chasing power. 


* 


WE- seit 


Subscribers buy and read TODAY'S HEALTH 
for its informative and educational value — 
above and beyond their reading of newspapers, popular 


TODAY'S HEALTH PRE-selects your PROSPECTS by 
placing your advertising before individuals and families 
with: the highesf standards of living and pur- 


Ask about TODAY'S HEALTH identifying 
emblem and merchandising service. 


TODAY'S HEALTH 


535 NORTH DEARBORN ST., CHICAGO 10, ILL. 
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Now printed at: 


Af 


4 


fourth of the Wall Street Journal's) tial editions, 


completing a National Business Daily 4 


ID, FL 3 0 


to dramatic, ou news to business- 
men! 


For now, The Wall Street Journal, with its 
ABC net-paid circulation of 157,491, has 
acquired The Chicago Journal of Commerce 
with its 33,960 ABC net-paid circulation. 
Now—wherever you find business, you will 
find The National Business Daily. 


Henceforth, the midwest paper will be 
known as The Chicago Journal of Commerce 
Edition of The Wall Street Journal. As soon 
as possible it will be publishing all the best 
news features and departments of both great 
publications. The subscription prices remain 


that serves more people, better and faste 
an any business news publication 


the same—$20 for an annual subscription— 
identical with the price of all editions of The 
Wall Street Journal. Advertising rates also 
remain unchanged. 


We think our new readers and advertisers— 
and those we hope to attract—will like the 
new product. . 


This gives The Wall Street Journal four 
regional printings. Besides the new one 
in Chicago, there are the Southwest 
Edition printed in Dallas, the Eastern 
Edition in New York and the Pacific 
Coast Edition in San Francisco. 


The new combined circulation of 191,451 
makes up by far the largest businessman 
audience ever attained by a daily business 
publication. 


Just like its readers everywhere, The Wall 
Street Journal is getting ahead in business! 


THE WALL STREET JOURNAL. 


Dow Jones & Company, Inc., Publishers 


DALLAS 
911 Young St. 
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Station WINN Joins Liberty 


Station WINN, Louisville, has 
joined the Liberty Broadcasting 
System. The station has been an in- 
dependent for a year and prior to 
that was the ABC outlet in Louis- 
ville. 
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Joins ‘Hunting & Fishing’ 


David F. Littlefield has been ap- 
pointed eastern advertising man- 
ager of Hunting & Fishing, Chi- 
cago. He wil] make his headquar- 
ters in New York. Mr. Littlefield 
was formerly on the staff of Sports 
Afield. 


Fellows Names Chismore 

Mrs. Louella Chismore has re- 
signed as advertising manager of 
Whitherill’s Department Store, 
Syracuse, N. Y., to be named pro- 
duction manager of Fellows Ad- 
vertising Agency, Syracuse. 


Agencies Coast-to-Coast Appoint Score 
of New Vice-Presidents as 1951 Begins 


Cuicaco, Jan. 4—Last week 
might well have been designated 
“Advertising Agency Vice-Presi- 
dent Week.” 

In six cities from coast to coast, 
more than a score of executives 
were awarded the title of veepee. 
Dancer-Fitzgerald-Sample ap- 
pointed four new vice-presidents, 
Young & Rubicam named three, 
and Brooke, Smith, French & Dor- 


rance, Foote, Cone & Belding, Sul- 
livan, Stauffer, Colwell & Bayles, 
Lewis & Gilman and Christiansen 
Advertising Agency appointed two 
each. 

Dancer-Fitzgerald-Sample, New 
York, awarded Robert R. Etienne, 
account executive, Dexter E. 


Glunz, copy chief, and William A. | 


Irwin, art director, the title of vee- 
pee. In addition, J. Clifford Dillon, 
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There is ONLY ONE leading publication in each field 


The LEADER in the sporting goods field 
today is The Sporting Goods DEALER, 
just as it has been the leader for 51 years. 


More advertising, more circulation, in 


addition to prestige, familiarity with its 


field, that only 51 years can produce. 


If you wish to use the one dependable 


medium that has been under contin- 


uous ownership, same format, same 


name, for 51 years, use The DEALER. 


SERVING THE SPORTING GOODS INDUSTRY FOR OVER HALF A CENTURY 
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formerly copy chief of Sullivan, 
Stauffer, Colwell & Bayles, joined 
D-F-S as a vice-president and copy 
chief. 


e Young & Rubicam’s three new 
veepees are David Miller, general 
counsel, New York; Eldon -E. 
Smith, manager of the Los Angeles 
office, and Edward A. Merrill Jr., 
manager of the San Francisco of- 
fice. 

In Chicago, Leo Burnett Co. ap- 
pointed Joseph M. Greeley, ac- 
count supervisor on Pillsbury 
Mills, vice-president of the agency. 

Two new veepees were named 
by Brooke, Smith, French & Dor- 
rance, Detroit. C. Allison Monroe, 
account executive, and H. Kenneth 
Jones, chairman of the plans board, 
were appointed vice-presidents. 

Marjorie Greenbaum, copy su- 
pervisor of Foote, Cone & Belding, 
New York, and Bogart Carlaw, 
also copy supervisor of the agency, 
won the title of vice-president. 

Edward F. Gamble, art director 
of Frederick-Clinton Co. New 
York, became vice-president in 
charge of national publication ad- 
vertising and television art. 


@ Sullivan, Stauffer, Colwell & 
Bayles, New York, promoted Ro- 
bert West, head of the agency's 
art department, to veepee. Joseph 
Leopold has been appointed vice- 
president in charge of copy for 
SSC&B. He was formerly a vice- 
president, director and copy chief 
at Federal Advertising. 

Samuel P. Walker, formerly 
in the copy department of Young 
& Rubicam, joined McCann-Erick- 
son, New York, as vice-president 
and copy group head 

Christiansen Advertising Agen- 
cy, Chicago, named as vice-presi- 
dents Edith M. Knutsen, media di- 
ronaere and Arthur R. Roberts, 
creative director. 
| Lewis & Gilman, Philadelphia, 

has elected Graham S. Mason, ra- 
dio director, and John C. Belfield, 
account executive, as vice-presi- 
dents of the agency. 

On the West Coast, Abbott Kim- 
| ball Co., San Francisco, made Paul 
M. Browne a vice-president. He 
will devote his time to television 
and radio. 

And Steller, Millar & Lester, Los 
Angeles, awarded the title of vice- 
president to George Balsam. 


Spiegel Publishes 1951 
_ Spring and Summer Catalog 

Spiegel, Chicago, is now dis- 
tributing its 1951 spring and sum- 
mer catalog which contains 600 
pages. Prices for the most part are 
somewhat higher than those of 
last year’s book. The changes in 
| family life brought about by the 
rapid growth of television are in 
evidence throughout the catalog, 
with the listing of such items as 
television chairs for all ages, oc- 
casional tables with plastic tops 
for those who eat while watching 
television, plus a full line of Air- 
castle TV sets. 

The catalog also carries actual 
samples of fabrics. The samples 
include one of new fabric-rein- 
forced plastic to use for slip cov- 
ers; one of Boltaflex, vinyl plastic 
for upholstering furniture, and one 
of the 100% virgin wool worsted 
used in Spiegel suits. 


Kashuk Moves Offices 

Lew Kashuk & Son Advertising, 
New York, has moved to larger 
quarters at 1225 Broadway. 
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The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE 


FOR. DETAILS aANoO 


EMPLOYERS REINSURANCE 
_ CORPORATION 


surance 


RATE 


trchanpe Mansa 


ma ¥ 
ie a. = * 
‘ oa fae aS >; Aa | Sy ER «0 eA aS St, | — 
iy Reem f pou ker ee Es : eS A, ae ee at = : x. ae [ 3m ©. 23 
: Savy . : Reh ie ters Oa Vie = ee a Sy eee) foe lee eu ; ite ee ee hae Be eee te 
Bee 7 . a - ee a Age) 4 eas ae < see e Pe Mees end Sg it ne fe RT aa eee 9 
i ‘ . : i ia tc m4 a8) eee wee ee Ri ~@ SETS ea | Sev ea ee 
ae ie are ‘ Os Se mye ego pee ee sy ans me a yy aa n oes Pr eee 
he S * Rie ee bi - oh se cal h ate a to 
P . . as : 
| oe j 
: a 
| ' a 
“ | rule Fs 
) = Po 
4 
P Ele) ae Goh ee te Ae oe ; a aa 
4 eae Oe 4 : i ae eee eet es Be ane Pema. 
i gaol ae ea ; roe a eed eS eee ee eS a 
a me % MA Be tei = Fee. EBs » a = ais ‘ rs oe ay 
7 Gees, fe Pee eee » a ; ) ee ses, ek i Ea = foe Nee 
iy hg Sie, cae ; ee Tent, " . ees set 1 cae ips 
" F fc : See Te . F E ; < ade ta eee hes eee, 
§ 2 oe F aes eb : rt sr ar ere 
P a : * ee ihe ne Ly tae ae 
a Be r Ti 2: ie a eae = a ee 
, Bh 4 . ; Per aca oR EER ol eae ne a m1 te tee 
7 aS one ie wage t* 4 te , S Be ae = ais (pea ae. 
o. Pe ae ae ag , ee ; ll ee 
% | ‘ 2 ee von LAL ee SOS s& ; ers... ees _ 
. 2 ia f ee ae et ee ee ok * i ‘ , ‘ee : Per eden ae 2 
s rn . yee 6 Ri. af c . ) =! : nea ite Bees, 
ie ee i ire ae : Sh 5 ee oe yh, eae 
ss apes A : ; aA i ae o ee Betas ie og nea jie 
- “ Bea * ~ sal i Z gate fe Wee oo ee 
ie: . =f aeeanass ; : 303 Sag : Paes 
he : Cee mace” F ZZA coe a 3a Bry “aa 
wy Pye: a * Zyl 10 >a = i ee 
x ; i ae et : poe “a ; Se 
ce ‘ ane ee Hes - ie Ee line 
4 : a oe . “A x J es ae aes ee 
= ae 16 -_ ee bs 
oy as BY . “ a” 4 er) ra 
a : es - t) —_ — / aed te ae ES 
“* eae - / —e ’ es ae 
% | a ha g a7) ’ po Res 
if “4 ie oh ou , re wL- a ae 
: me) Oe Pt aes 
p Ae ee at An : pe 
ea ae : Af 4X . as 
bs : ho Hee ie "a per .\ . 1 ale 
~: ; a hse ; ‘ r | a a - ae 
“48 ‘ hia Oe \> oy a ded 
=. 2p 3 ; Le wey a a F ‘ ees 
<e : me Fie ei Y Le ge PL SE “RES Se ae 
a 5 ee hi «o “- ‘ Sis 
é Be fate Af, ate” \s \ AS aera 
eed aes 7 yo ee 
§ Ae » ae a oe 
a H - . i G32) ae 
4 ‘ a (wees 1 y fe _ ’ OT ; . ae s° We. q 
i s : ee 4 SSG oT gett ee ot ‘ 
+ oe | + NA Af Po wt Bek er 
oe he . a ae : Pap ¢ 
_ Ce ea , > a — : ee, ee ara ea 
rl : aE it eae: ; ° ee ae 
rs 4 Sen | Ge seb (Seat aes 
a 5 et ee bi 5 a era 
eo r . Pas oe oi nt <a “ Rent =< cae, 
~ of ; ies. os i ; ee Te a ae 
- ? ( oa a a j SS Tole eas ae 
y ee : ‘ ' eS ee ee 
a $ oe Rokr a, ; » Sen 4 a 4 Bets 0. ae 7 ee 
Coe hag ae P ‘ re) aoe Bt 172" - %, eae. +o Saeed ec 
Le i oa ee ee 4 aan *: ier” . ee ct ai st Bees bag 
te wie Ee. cc > ES ee é port Ace TE 
03 i a a a i j uA Pas ie, E> ¥ pa * . ‘ se Sat : a, 
F H ae es aa ta . Qe Reeee ees, ‘ ‘ “ fa & ue ie 
f Sool : By etn? i Rape he a ae Phe, 5 3 . ee ee cer oe ana 
: ie cy, ee ie Geos 3) Sia He Sake ; : fos | i ee eee, 
: f ee Be fon “vig = 5 he os Be Sie Rae 
" a rf , - a. oy ee Pe * ae 3 Aint tae oe 
-* ef atc eS og ane BG rat a 38 A om ts eam a ie an Bie a ze 
fi ae ae ee” eae th eae \ - AS. ine: x Sec, SPER 
“ egg oer Be ee Se, “ PF Weazed waa ee ‘ epee ue ue eg 
’ ote kK ORIEL Sabo a iS , ot Ry OO eae alge ie ae ae 
- eon at ee fae : eo ; ate ee : ae She, eee 
: Sey lca XS pee : welt io. See or . ae Be pce. 
. oS (hie A ee. so es ee aS ae i te Wey tees 
is 3 Z a a ‘ . . rN <a Pe b= eee Se 
‘ we ie wis j eee oS ee ee & Lbs z aoe! 
> A) gee Se - oe “aaa x 
tae i i 
h ts: | Bare i: aes eis 
t ae S Soe 2 ee 
: ee | cee ot ae 
; ab eee . + i ime <3 RE Sa 
ne ee Site Ba. J Bs : eee pice a eee 
te oe Be, Mey if ) SR ae a 
> 2a —— e us : i ie ae ai 
ee ost moe oe 
°° 
Be | 
. ae An . 
7 
| a 
* ; 
/ Fe alc = _t CL-ISs 
” a 
e - . _t City ™ 
d: of, 2< oe © Ga Be. bats | ae a ae a pees te Cay ae es Se et eee eee eS pag ake a : ues a . . ieee 
a at i an 3 Tee ea Sa cee aes eee a 
Be — 6) 5 Va Tate = ea ke —— ied soe eee cada 


Among cities up to 500,000 population 


KANSAS CITY 


FIRST in Metropolitan Area Population 
FIRST in Total Retail Sales 

FIRST in Food Sales 

FIRST in General Merchandise Sales 
FIRST in Drug Sales 

FIRST in Furniture, Household, Radio Sales 
FIRST in Automotive Sales 


A survey in the January 1, 1951 
issue of Sales Management shows that, 
for cities up to 500,000 population, 
Kansas City is first in metropolitan 
area population with a count of 808,200, 
an increase of 17.7% in 10 years. 

Here is additional proof of Kansas 
City’s primary position as a retail 
market. Sales Management’s previous 
survey, in its November 10, 1950 issue, 
shows that for metropolitan areas of 
cities up to 500,000 population, Kansas 


Retail Sales 

Food Sales 

General Merchandise Sales 

Drug Sales 

Furniture, Household, 
Radio Sales 

Automotive Sales 


HERE ARE THE SALES FIGURES FOR KANSAS CITY — 


(Sales Management Survey, November 10, 1950) we 


Rank in 

of Sates “dr i830. Groep 
$964,557,000 225 1 
178,274,000 221 1 
221,505,000 254 1 
49,897,000 162 1 
44,395,000 225 1 
168,867,000 356 1 


City occupies top position in volume of 
total retail sales, as well as in each of 
five leading classifications of retail 
sales. 

Here we have supremacy in popu- 
lation and supremacy in sales volume— 
an unbeatable combination. 

To this may be added supremacy 
in newspaper coverage—The Kansas 
City Star has the most thorough cir- 
culation coverage, morning, evening 
and Sunday, of all daily newspapers. 
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THE KANSAS CITY STAR 


Evening—366.258 Morning—356.006 Sunday—381.367 


1729 Grand 202 S. State St. 
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Kodak Names McMaster 


Eastman Kodak Co., Rochester, 
has promoted John McMaster from 
assistant to manager of the graphic 
arts sensitized goods sales divi- 
sion. He succeeds Victor W. Hurst, 
who is retiring. 


‘Traffic World’ Ups White 
John E. White, who for the past 
four and a half years has been 
in the advertising department of 
Traffic World, Chicago, has been 
appointed promotion manager. 


AMAZING WEW 


TIME SAVER 
FOR PASTE UP 
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$80,000 TV Fee Too High, So Los Angeles 
and KFI-TV Form Own Basketball League 


Los ANGELES, Jan. 4—The asking 
prices for the televising of sports 
events now being “out of reason,” 
KFI-TV here has, in cooperation 
with the Los Angeles city depart- 
ment of recreation and _ parks, 
formed an eight-team basketball 
league which will play a 20-game 
schedule expressly for the 
Angeles television audience. 

The teams will play 
and Thursday nights at the Loyola 


High School gymnasium here, but | 


the games will be staged primarily 


Los | 


Tuesday 


when it is believed maximum au- 
diences will be reached. Admis- 
sions at the games will be free. 


es The station will underwrite the 
cost of the gymnasium, officials 
and other administrative costs. The 
teams themselves will be spon- 
sored by commercial organizations. 
KFI-TV is selling participations 
on the telecast. The first sponsor 
signed is Union Pacific Railroad, 
which will use one spot each game. 

Establishment of the league fol- 


for the home viewing audience, | lowed the action of University of 


and presented in the manner of a} 
television program. Games will be 


scheduled by KFI-TV at times 


California at Los Angeles and Uni- 
versity of Southern California in 


appointing Music Corp. of Amer- 


ica as agent to sell TV rights to| 


home games of both schools as a 
package. All local stations shied 
away from the asking price of $80,- 
000. 


e According to Kevin Sweeney, 
station sales manager, the details 
of the league were set up with 
the Los Angeles municipal basket- 
ball association, which is under 
supervision of the city department 
of recreation and parks. The mun- 
icipal viewpoint is that basketball 
has been held back in Los Ange- 
les because there are no stadiums 
in the area large enough to take 
care of the crowds that would like 
to attend top-notch games. 

As set up, the league is expected 
to be “big-time.” The rosters of 
the teams are studded with out- 


“They spend the most 


where the most 1s spent” 


Copyright 1v4u 
The New Yorker Magazine, Inc. 


Over 82°% 


“Ahem!” 


of THE NEW YoORKER’s circulation is concentrated in the areas in which all 


U. S. Television Stations are located. Repeated checking of charge accounts shows 


NEW YORKER subscribers to be among the best customers of the best stores in these tele- 


vision areas. Readers of THE NEW YORKER, a 
magazine devoted to entertainment, are among 
the first to buy the things that make life more 
interesting. They are not afraid of price tags. 


They spend the most where the most is spent. 
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NEW YORK, 18, N. Y. 
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sional, college and prep ranks. 
Players will receive only AAU ex- 
penses. The telecasts, it is felt, 
will do much to boost the game to 
a point where it could become as 
popular as it is in other parts of 
the country. 


e From the station standpoint, 
Mr. Sweeney said this type of ar- 
rangement may be the answer to 
| the present prohibitive cost of TV 
rights to sports events. He cited 
the fact that Admiral Radio Corp. 
and KNBH had to pay close to 
$250,000 for the rights to Los 
Angeles Rams football games this 
past season. 
Their arrangement was such 
that while they could, and did, 
pay a substantial sum, they would 
not have shared in profits if gate 
receipts had made them possible. 
| Additionally, telecasts were sub- 
| ject to outside supervision. This 
| also was true of the arrangement 
between Hoffman Radio Corp., Los 
| Angeles Chevrolet dealers, and the 
| two local colleges. 


e When the station has the tele- 
cast games under control, it is 
much more likely that a profit 
can be realized by both station 
and advertiser, Mr. Sweeney said. 
Without divulging figures, he said 
the cost of underwriting the bas- 
ketball league would look ridicu- 
lously low alongside the $80,000 
price tag on the college games. 

Should basketball go over with 
the public, he added, next year it 
would be possible to profit from 
paid admissions to the games, in 
addition to added station revenue 
from sponsors. 


McBee Names Philip Zenner 


Philip M. Zenner has been elected 
| president of McBee Co., Athens, 
O., succeeding his brother, the 
late D. R. Zenner. Philip Zenner 
also was reelected chairman of the 
| board. H. C. Davis, vice-president 
| in charge of sales with headquar- 
| ters in New York, has been named 
to the newly created position of ex- 
ecutive vice-president, making his 
headquarters in Athens. B. F. Cut- 
ler has been elected a vice-presi- 
dent and a member of the board 
of directors. He also was reelected 
treasurer. 


Compton Names Three 

Compton Advertising, New York, 
has added three staff members to 
its radio-TV copy department. 
They are: Howard Doyle, former- 
ly of Benton & Bowles; Frances 
Fradin, formerly of Hutchins Ad- 
vertising Co., and Gerald Simon, 
formerly of Cox & Tanz. 


How To Double a 
Dealer’s Home- 
Improvement 
‘Sales 


| Looking for plans to move 
| products in 1951's important 
| home improvement market? 
| You'll find 25 of them —all 
thoroughly tested — in BSN for 
January. (Pages 50-58) 


| January 
issue 


| BUILDING 
SUPPLY 


standing stars from the profes- 
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DICK BOYER REED WALLACE JACK LABASH — RALPH APPLEGATE... DICK MOCK JOUN PAUL PENHEBAKER 
Photographer Photographer Photographer Art Director Set Designer _ Photographer 
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MM Ow Since KLING Studios first opened its doors, there has 
been a steadily increasing demand for its photographic 
services. Now, in order to service our clients even better, we 


have added a ber of the best-known photographic 
GREATER THAN EVER! 2s! cnunte 


r Each is a specialist in his field; animated, illustrative, 


still life or mechanical; in color or in black and white. / 
Working with these expert photographers are an Art 
Director, Stylists and an Interior Decorator who create 

ao RR eS RI the settings that show your products to best advantage. 


Add to that KLING’S superb physical equipment. . . 
a block long, two-story studio, the latest photographic 


53 he OoTo G RAP HY processes and a completely equipped kitchen . . . and it’s 


no wonder, indeed, that America’s largest advertisers 
daily “Call KLING!” 


Why don’t you, too? Today! 


6 POINT 


ADVERTISING AND EDITORIAL ART. The largest PHOTOGRAPHY. Animated, still life, mechanical, DISPLAYS. Kling display designers are not only 
staff of nationally-known artists anywhere is at and food, in color or black and white by experts. artists but soundly grounded merchandising men 
Kling Studios. Every type of work from line Room settings, a completely equipped kitchen, as well... can handle the complete job from idea 
drawings to full color oil paintings is available. and stylists are a few of the other services. conception to distribution of the finished display. 


MOTION PICTURES. Documentary and sales train- TELEVISION. Nowhere else in the Mid-West are SLIDE FILMS. Sales training and promotion films 
ing films by experienced personnel working with the television facilities that Kling’s have. Pack- expertly produced and planned by a staff who 
the finest physical equipment available including age shows or commercials originated for you or have had years of experience in this field. Esti- 
mobile units for shooting on location. developed from your ideas in all techniques. mates furnished in either color or black & white. 


KM LEIN'G studios 


CHICAGO: 601 N. FAIRBANKS COURT + DE 7-0400 
MEW YORK: 51 EAST SIST STREET + EL 5-7336 
DETROIT: 1928 GUARDIAN BUILDING + WO 1-2500 
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Elects Marcus President 

Stanley Marcus, executive vice- 
president of Neiman-Marcus, Dal- 
las, has been elected president of 
the company, succeeding his father, 
the late Herbert Marcus 


‘ROTC’ Changes Format 


ROTC Journal, Atlanta, = 
changed its format from a tabloid} 


newspaper to a slick magazine. | 
The new rate for a b&w page is 
$117 

From your color mansparencses 


or artwork 


RABBIT COLOR PRINTS 


Very short run, 10 to 200, full color 
reproductions from postcard size to 16” 
x 20” for sales promotion, presentations, 
dis +" etc. at budget prices. Improved 
ransfer process. Ten S ap icates mini- 
ywrder. 7 day service e for prices. 
OMAS 8. NOBLE ‘ASSOCIATES 
ne! Pork Avenue, N.Y.C., Murray Hill 8-009) 


Pulp Cost Rise 


Portends Early 


Newsprint Boost 


New York, Jan. 4—With higher 
pulp prices effective for the first 
quarter, market operators here ex- 
pect price increases in the near 
future for both newsprint and 
book paper. 

Pulp prices are soaring, for both | 
spot and contract shipments, be- 
cause of the tightness of supply, 
increased competitive bidding by 
small paper mills which do not 
make their own pulp, and larger 


demands from foreign countries. 
Buyers from France, England, Hol- 
land and Germany are reported to 
be bidding for Canadian pulp. 
Market observers here apprehend 
that this foreshadows early price 
hikes in newsprint. Both U.S. and 
Canadian producers of pulp have 
raised prices for the first quarter. 


@ Unbleached sulphite is up $15 
to $30 a ton from a range of about 
$117-$120 to $132-$150; bleached 
sulphite is up about $10 from $135; 
bleached sulphate is up $7 to $59, 
depending on grade and conditions, 
from a previous range of $128-$141 
to $135-$200; unbleached sulphate 
has jumped from $125 to $150; and 
groundwood pulp is up about $25 
from $75 to $100. 


These hikes, market operators 


say, pretty well wash up any pos- 
sibility of paper mills voluntarily 
rolling back prices to Dec. 1 levels. 
The imposition of controls seems 
more likely. 

A report in the New York Her- 
ald Tribune, Jan. 2, estimates that 
3% more newsprint will be needed 
by American publishers this year 
than in 1950. Consumption of 
newsprint in the first ten months 
of 1950 was 6.5% more than in 
1949. At the end of November, ac- 
cording to the American News- 
paper Publishers Assn., U.S. pro- 
duction of newsprint was 10.9% 
over the same period of °49, and 
Canadian production was up 1.8% 
for an over-all North American in- 
crease of 3.2%. 


es A shipment of about 500 tons 


' PEORI]Area is: — 


: ... A Self-Contained Major Market Not 


Influenced by Any Outside’ Media. 


. » « The Buying and Distribution Center of 


' 13 Prosperous Illinois Counties. 


-Rich in Agriculture and af 
Industry — Definitely an 
“A” SCHEDULE Market. 


JOURNAL STAR 
Daily Circulation 


Ratic— 60.6% 


Peoriarea is served by The Peoria Journal 


Sher. < 


newspapers long recognized for 


their fine merchandising and test market 
cooperation. Again and again, agency 
executives have placed Peoria near the 
top of the list in Sales Management's 


Test Market surveys. 


*Peoria is as tar from Chicago 
(or St. Louis) as Boltimnone ts 
from New York City. 


Metropolitan PEORIA 
Population 249,918 


Sales Minaaement’s 


Journal Star Daily 
Circulation Ratio 


95.02% 


PEORIA Edelsiern N. Chillicothe, 
. o Princeville o Chillicothe 
& Laure Monica 
Rome 0 
, - Dunlap c 

, Brimheld Alts , 
, Mossville Q : 
ii © Elmwood 

; Oak @ Kickapoo Peoria 

rll Edwards oO Heights o 


way 
Mochinnws 


© Tremont 


Minier 

° 
Green 
Valley 


Del aven Armington 
° 


° 
Hopedale 


Test Survey Says: 


“PEORIA Is 
"PEORIA Is 


“PEORIA is 


IN THE MIDWEST.” ow 


in the 75 M to 100 M Pop. Group.” 


in the U. S. in ALL Pop. Groups." 


“PEORIA JOURNAL STAR fs 2nd in 
U: $. in “Newspapers Used" in 
Most Recent Test Campaigas.” 


AMEE PEORIA Dovanat s STAR 


Ras tiene rhea ho Ward- Griffith Ge Ine, 


BEST TEST MARKET ‘ 


BEST TEST MARKET 
om 
4th BEST TEST MARKET. — 


Advertising Age, January 8, 1951 


Urge Price Rollback 
on Magazine Paper 


New York, Jan. 5—Both the As- 
sociated Business Publications and 
National Assn. of Magazine Pub- 
lishers this week sent telegrams to 
the Economic Stabilization Agency 
urging it to induce manufacturers 
of magazine paper to roll back 
prices to Dec. 1, 1950, levels. 

Similar telegrams have been sent 
to J. M. Bulkley, who is in charge 
|of setting up an organization in 
ESA which is expected to be sim- 
ilar to the former Office of Price 
Administration 

The magazines’ telegram, drafted 
by the association’s policy com- 
mittee and signed by Arch Craw- 
ford, president, points out that 
“the profits of several paper man- 
ufacturers who make a large pro- 
portion of paper used by maga- 
zines ... greatly exceed the 1946-49 
average,” set up as a standard by 
ESA for determining fair price 
standards, “although they are pro- 
ducing more paper now than pre- 
viously.” 


las newsprint from France is ex- 
| pected to arrive here late in Febru- 
ary or early March priced at $195 
a ton. The last newsprint shipment 
from France was reported in Feb- 
ruary, 1950. U.S. newsprint im- 
| ports for the first ten months of 
| 1950, as tabulated by the U.S. 
| Departme nt of Commerce, totaled 
139,358 tons, compared with 229,- 
788 tons in 1949. In both years, the 
bulk of the newsprint imported 
}came from Finland and Sweden, 
the figures being 118,521 tons and 
16,123 tons, respectively, in 1950, 
|and 131,399 tons and 33,045 tons 
in 1949. The failing off of imports 
| last year is attributed to larger 
demands by other countries. 


s An interesting recent develop- 
ment has been the purchase by the 
New York News of debentures in 
St. Raymond Paper Ltd., which 
operates a mill at St. Raymond, 
Que. 

The News has made arrange- 
ments to buy most of the Canadian 
mill’s output as existing contracts 
expire. The St. Raymond mill has 
a rated capacity of 13,500 tons. The 
News in i950 used about 295,000 
tons of newsprint 

With the gap between supply 
and demand continuing to widen, 
most observers here believe that 
the National Production Authority 
is likely to call newspaper and 
magazine publishers together in 
regional groups for consultation on 
how to apportion supplies fairly, 
as was done by the War Production 
Board in World War II. 


Ivor Kenway Leaves ABC 

Ivor Kenway has resigned as 
vice-president in charge of new 
business for American Broadcast- 
ing Co. to accept a temporary ap- 
pointment as public relations con- 
sultant to the United Cerebral 
Palsy Assn., New York. 


SINGIN’ THE 
TYPESETTING BLUES? 


We're not... because we set this whole ad with- 
out metal type! You, too, can put the damper on 
deadline dithers with slick-as-a-whistle FOTO- 
TYPE. Anyone can set up to 15 characters per 
minute right at their desk. Die-cut letters slide 
into aligning composing stick--ready for layout 
and reproduction. Nothing else like «t! 

Catalog free! 


INC 2 RPORATE 
1415 ROSCOE ST CHICAGO 13 
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BEES ARE PRETTY GOOD, BUT... 


. . » bees don’t have to sell the protective wax they produce. 
Industrial makers of protective coatings — chemicals, waxes, var- 
nishes, paints, resins, tars—do have this problem. And, long ago 
they found that Business Week is an excellent medium for pro- 
ducing sales. 


REASON: Business Week reaches a very highly concentrated audi- 
ence of Management-Men—executives who make or influence buy- 
ing decisions for their firms. 


RESULT: Business Week carries more protective coatings advertis- 
ing than any other general business or news magazine . . . further 
evidence that Business Week is an excellent advertising “buy” for 
those whose goods or services are sold to business and industry. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


Protective Coatings Advertisers’ 
in Business Week 1950 


Aluminum Company of America 
American Cyanamid Co. 

Angier Corporation 

Atlas Powder Corporation 
Chemical Corporation, The 
Dearborn Chemical Co. 

DuPont de Nemours, E. |., & Co., Inc. 
Kelite Products, Inc. 

Monsanto Chemical Co. 
Nox-Rust Chemical Corporation 
Rust-Oleum Corporation 


Union Carbide and Carbon Corporation, 
Bakelite Division 


U. S. Gutta Percha Paint Co. 
Visking Corp., The 
Western Waterproofing Co. 


* Source: Publishers’ Information Bureau Analysia 


A McGRAW-HILL PUBLICATION 
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Advertisers Sponsoring a Point of View 

The recent problems of radio advertisers whose program personali- 
ties have become involved in controversy seem to have created a new 
dimension in headaches for advertisers. But actually they have not 
The problem has always been present, and the recent unpleasant- 
esses have merely been the fiery indication that the state of the 
ation, and of the world, results in particularly bitter controversy 
now 
' To a large extent, the problem is as old as the oldest sponsored 
rac: 


t@ radio because no advertiser in pre-radio days would have dreamed 


» commentator. It did not develop, to any important extent, prior 
of sponsoring the printed words of a controversial columnist or com- 
mentator, and no advertiser yet seems to consider this idea seriously. 
Sut in radio, “reporters” quickly became “commentators,” and 
commentators developed sizable audiences and therefore sponsors. 
And sponsors, who would not think of deliberately pitching their 
pFinted advertising at those with particular political or socia! beliefs, 
@vickly found themselves actively supporting definite (and frequent- 
ly dogmatic) commentaries on politics, morals, national and interna- 
tional affairs, as well as less important, but no less dogmatic and con- 
tfoversial opinions on movies, sports events, books and what not. 

That there was some inherent danger in thus injecting advertising 
sponsorship into situations fraught with controversy, most advertisers 
qBickly recognized. But most bought commentators as they bought 
other advertising—not to influence the public on political or social 
isSues, but to sell goods. 

Presumably, most advertisers still buy commentator programs on 
the basis of how well they can sell toothpaste, or lighters, or cereals, 
although there are, here and there, indications that certain commen- 
tators pick up sponsors-—and indeed are presented for sponsorship— 
on the basis that their views coincide with those of the sponsor. 

This type of program frequently represents an excellent buy in 
terms of listeners delivered per dollar of cost, and presumably there- 
fore advertisers will continue to be interested in them. But in a period 
of great national tensions, wide divergence of opinion, and a con- 
siderable amount of hysteria, the risk the advertiser takes when he 
ties his product name and reputation to the coattails of a commen- 
tator has been greatly enhanced. And that risk should be fully un- 
derstood and carefully evaluated before a decision is made 


Voicing The Unpleasant 

Every so often ADVERTISING AGE is accused, sometimes in serrow 
and sometimes in anger, of acting “traitorously” to the advertising 
business by printing criticisms of advertising or of advertised prod- 
ucts Which have been voiced by non-advertising people. 

In our opinion, this point of view is untenable 

The function of a business newspaper is to promote the best inter- 
ests of the business it serves; and this function automatically, it seems 
to us, precludes any sugar-coating or any ignoring of the facis of life. 

The news in any business is not always “good,” and any business 
publication which reports only the “good” news and ignores the 
“bad” news is not serving its field; it is living in a dream world which 
does not exist in reality. 

We 


attacks on advertising and on business which seem to us to have sig- 


shall continue to publish, in our news columns, reports of 


nificance, just as we shall continue to report “good news” which 


seems to have significance. It is important to our readers, who we 


assume are adult, responsible business men, to know what is being 
said and done, and who is saying and doing it—‘good” or “bad.” 


Pe ~ Mh ley pM uc 


—Commerce Magazine, Chicago 
Assn. of Commerce & Industry 


“1 was so tired that last couple of miles the doorbells were pushing me.” 


What They're Saying 


The Purpose of Our Work 

What then, in view of these 
alarms (of impending war), is the 
purpose of our own work, indi- 
vidually and collectively ad- 
vertising people)” 

Consider this: 

Shortly after Pearl Harbor the 
general forecast was that we would 
have to cut back the civilian econ- 
omy to the bedrock of the depres- 
sion of the "30s. By 1944, just the 
opposite proved true. We had near- 
ly doubled our prewar production 
for civilian consumption—and on 
top of this had added almost $100 
billion of war production. And this 
in the peak of war! 

This proves that while building 
necessary defense, the nation can 
do more than “hold the line.” We 
face the opportunity to expand our 
economy, and by expanding it, deal 
a body blow to inflation, pay for 
more armament, and further raise 
our standard of living 


(as 


By helping to stimulate this es- 
sential economic expansion, each 
of us, in whatever country we may 
be, can make our best contribution 
Our work is important. Our goal is 
clear. Our opportunity is great. 

Only by living our belief in 
these goals can we insure that fu- 
ture Christmases will be happy. 

—Stanley Resor, president, J. Walter 


Thompson Co., in a Christmas message 
to agency people 


City Advertising Budget 

Our hard-sweating city fathers 
whacked their budget $300,000 
this week...Among_ reductions 
agreed upon are tire department 
equipment and personnel, $74,000; 
engineering department, sewers 
and street cleaning equipment, 
$225,000... 

We suggest that they reconsider 
these reductions and make cuts 
elsewhere . .. 

We don't believe we need a con- 
bureau any longer, be- 
cause our town Is going to 
full of soldiers and their families 
and our hotels are going to be so 
crammed with relatives visiting 
them and from big brass coming 
and going from Washington that a 


vention 
be so 


room of any kind will be at a 
premium... 
The Chamber of Commerce is 


asking a total of $108,930. In view 
of the fact that such a lush figure 
reached in peacetime, there 
was at that time no criticism of it. 

But in present day wartime an 
item of $47,270 for direct adver- 
tising in northern newspapers and 
magazines, plus an item of $27,000 
for advertising salaries, plus an- 
other item of $21,000 for unclassi- 
fied advertising (contributions to 
road booster organizations), plus 
another item of $10,500 for tourist 
entertainment is just too, too much. 
Add those figures and you will get 
over $100,000. 

We are perhaps the strongest 
believers of advertising in town. 
We make our bread and meat out 
of it. 

But in view of the fact that the 
town is going to be so full of 
soldiers, their wives, their children 
and their relatives, we begin to 
wonder where we will get rooming 
houses and hotels to house them. 

Why advertise for tourists and 
visitors if every train, plane and 
car entering the city unloads three 
or four times as many people as 
our advertising ever produced? 

We simply have got to gear the 
town to war, just as Washington 
must gear the nation to the war. 

Martin Andersen, 


was 


in his column in 


the Sentinel, Orlando, Fla., Dec. 15, 
1950 
There’ll Be Some Changes 


After nearly 34 years’ service 
with Standard Oil Co. (Indiana), 
L. W. Cameron, manager of the 
Milwaukee, Wis., sales field, will 
retire from active service Jan. 1, 
1951. He will be succeeded by H. J. 
Kaufman, manager at Huron, S. D. 

M. I. Hector, manager of con- 
sumer sales department in the gen- 
eral office at Chicago, will succeed 
Mr. Kaufman; H. E. Prunty, as- 
sistant manager at Detroit, Mich., 
will succeed Mr. Hector; A. K 
Smith, assistant manager at Den- 
ver, Colo., will succeed Mr. Prunty; 
D. H. Lewis, assistant manager of 
the Chicago field, will succeed Mr 
Smith; R. L. Coates, assistant man- 
ager at Milwaukee, will succeed 
Mr. Lewis; and W. O. Hunter, sales 
manager in the general office, will 
succeed Mr. Coates. 

News release from Standard Oil Co 
(Indiana! 


Advertising Age, January 8, 1951 


Rough Proofs 


“Finishing slowed to a halt when 
the kid with the growlers finally 
arrived,” recalfs DeVilbiss. 

Now, with the Coca-Cola dis- 
pensers near at hand, the boys can 
keep right on working. 


o 
Californians, are inclined to be- 
lieve that the Pacific Coast Con- 
ference has carried hospitality to 
an extreme in the five en- 
counters with their visitors from 
the Big Ten 


first 


- 

Philip Wylie, the eminent au- 
thor, told “How to Live Through a 
Hurricane,” and provided appreci- 
ated enlightenment for everybody 
except the Florida tourist promo- 
tion agencies 


o 
Trane Co. will be in line for an 
award of something or other for 
the most chintillating pun of the 
first half century of advertising 
with the statement, “These chin- 
chillas won't have chilly chins.” 
= 
Ad readers who see Harvey pic- 
tured with Jimmy Stewart in the 
movie are going to be disappointed 
when they discover that his in- 
visibility is completely protected 
even from the cameras. 
7 
“Make this mildness test and 
you'll smoke Chesterfields like I 
do,” Mona Freeman is quoted as 
saying, obviously without having 
been edited by the publicity de- 
partment of Paramount Pictures. 


~ 
“Martial predicts packaging 
changes,” reports the world’s 


greatest advertising journal. 

If the reason isn’t martial, it’s 
close enough to be called mobiliza- 
tion. 


= 

“Four A's agency,” announces 
the ad, “wants a hard-hitting writ- 
er!” 

Not even Santa Claus can always 
oblige. 

“Poultry men are beginning to 
realize,” said a spokesman for the 
egg-and-pullet industry, “that the 
job done by such groups as the 
American Meat Institute and the 
National Dairy Council is a crying 
need in the poultry industry.” 

Are they grying for Leo Burnett 
or McCann? 

e 

Mr. Miller is talking about buy- 
ing the St. Louis Browns and mov- 
ing the club to Milwaukee 

He wants to give the American 
League a touch of High Life. 

e 

If there were any problems left 
to be after the Christmas 
week delibergtions of the market- 
ing experts, the statisticians, the 
economists and the sociologists, it 
wasn't their fault. 


solved 


o 
Home washer manufacturers car 
take heart from the fact that tl: 
calendar makers have provided 
them in 1951 with 53 wash-days. 
. 


Whether it started Jan. 1, 1950, 


or Jan. 1, 1951, here’s wishing you 
a happy second half century. 
Copy Cus. 
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NATIONA 
BANK 


—a statistical accident 


I: 


You won't find Glenside in any 
Census figures. It would be a city 
anywhere else in the U.S.A., but 
not in the Philadelphia market. 
For Glenside (estimated population 
14,000) is in two separate town- 
ships in Montgomery County, Pa. 
This is another indication that im 
Philadelphia usual market guides can 
misguide you. 


Yet Glenside is only 20 minutes 
from central Philadelphia. Most 
shopping is done locally in large 


supermarkets and branches of city 


department stores. 


Glenside has no daily paper. So 
41% of the families read THE 
INQUIRER... shop THE INQUIRER. 


To reach the entire market... to 
cover the city, as well as the rich 
13-county area (a total of over 
4,400,000 persons) ...make sure 
your advertising is in THE INQUIRER. 
It's the only way to reach ALL OF 
AMERICA’S 3RD MARKET! 


Che Philadelphia Inquirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0578 


— FF 


Deh 2 eae ee ane OL hid. 3 ee ae ee a as iy Ame pao SI” ao OS SEAL bilge ees 
aie ie oe ‘ie, oa ae ll i zi ae eae ee 
ev e ae k : i : 3 7 U ‘a ee ee 
Seat 
P a 
St ae 
ei 
a aa 
s a * e . Pont 
Ay Seka 
Is, OO, IS naae id | Ane 
7 a I eae 
il ene 
ee ——— . — —— : s ae ey 
eerie +. ee a 
. ee oe wit \ . aes 
- - . lar, 
er gti. : a 5 tae 
' “. = as 
| : q ae 
. — a a : i & 
7 jie oo i ee 
. A 
[= “hie 
oe Mabe 
i a ae 
. ° . ss 3 
: oa 
i Mie >, 
mee Re a 
“a gels Me 
= Fe wn 
i | er ss 
Ee “ale 4 
; are 
ee me 
aps 
4 é a7 “ ‘ 
. x ch re 
4 ee 
} es. 
Na 
&§ has 
th — 
wits iF poral ee 
/ f Bashy 
es a 
colle ageRse x 
S 1p) / ve 
NGO uA a 
pveRT atl - 
/ a 
hee 
ee 
oe 
- 
2 
t a * 
f Re i 
Pr i 
ee a 
: vere 
ee. 
- , . : ae 
‘ * . > « : a ; Bat 
- Seb. gaat, A Pm *. on 
eet ¥. ow . ‘ys th Peer iT oe 
ap. s: oes + 7 e £4 oe 
* e3 * = . ee ‘ dy 
: RS . “onl ie a ae 
oe 4 ” *» .& - £ _* ae J ae 
‘ _ z . ‘ x . + - “ sa 2 in aD 
>= +g ‘> cia ie eo . Z a a 
+. ie ie. y . 2-32 , on oat, 
Li ee ; ; . a 1 ar y ¥ ¢ as hee 
ate | ot # * _* ee ; y * . a =| 
age  * : ae ss = ‘ ; . & aa, § ee Py 
a ‘ ¢; ' = .t zy ae. Se Sy ey 
ie wt . 8 3 > : Ps a. - Pra ce 
: = pa. ‘ . . a i", a3 
“ = ee ; i J 4 ' » iz ae Wing fh Pe ie a 
g fo ! F _ ' ee ~ ST . me" 
_ ; ¢ YY : bas —— . ee 
: : , VY AW. : Sean dime ae i. 
f ere i ray p , | a P : c % me) i q i. eat uk, 
38 t Pee? Ss a ae 
Porras. } J : ‘ . ei a 3 2 ; Tm i : — ee 
dq . oe” 4 " , a 4 44 : ’ >. - = Pa oe : a é ee 
a . : oo’ i %, . " it te ia Exe 
\ re ss = ot ‘ ; a = ? i ee aa ow yay? 
t . >a = . , ai ‘ ‘ ie : ~~. — ead a a ae By ie a 
i —— & Ee >. > SE. “3 , . a5) 
| a Gg ? ai is : 3 ¥ es. on o. . Paes: xe 
m a8 aan . Soe ef Ke = = 4 : = “ oo vig 
} ~ ' os t — ‘ - as . - Sp igt 
. aS ao 
P <= _— ~~ Feige 
i ead ” . . a one —— P ~o wm, 
- a. mee ~ #3 ¥ ‘ 
; - - 
' “SS vee 
—— Ra Fo. 
Bees, 
= age 
7 ee eee ? eee 2 PI | ees e.- 0 8 ge ha A ls si ees ae ; Soar 


—_— on et 1} mn ot 2) 
2 
- a 4 4 
>a : ‘ _ 
‘ me ee 
’ : 


pa 


7 


Again in 1950, the 


1 advertising than 


, 


ec ce ki ae 
ee Be 
ans ee 
: ' ‘ 
| a 
~ j 
9 : ot? pe emer. eM Ae ot a Cea. an 
“ By ae! 8 ee ee ee ee Be gt Coen oi a YS 2) a et am 
. a oe Poe ee ee ee ge es a 2° 
<a See age eo) es he Be it a  & aaa F i ' 
£ oe ee aes ee EN Res came e 2 a li ae «, 
. Se ae ; foe ae Ms Se ee | ai te Pale fa Fi ee fee ee we ee Sat) eo ae 
: pos ay 5 i. fe ee Ao ieee Bi 1. au oe ee a ees lll Ss ee Ned a. - ae a aq H 
> eee igfea by ete as. ene @ oe (Ae POs ghee, PARE abt 2° 4 We a a Bo ed 
ber tess ieee ee ee ees oy ihe ee eee . a =e a Pe Gres ae 
: ash ® od 4 s 3 Sy. ee. me ae fae cme ee : = ae! aa eae 4 : ers a. % } 
a ois es Be ee, ee ee a, he, J 7 SEE eas ‘ 
, ‘: ee aoe. Wie eo Fe ee See ee ee Re ie ao, | gl ee ae 
Wied 8 Gee ae ) eee pares a ee ae: a’ s Bae ae 7” Para 2 
a ar oe ee See to hay gee ae, a a eee ge ee 
: es ale = eS Be) ieee oe a as f ea Si. a ae 
“ an i, ae oe ae ae 1 cae ee Sala) en : eee ae ae 
‘ ate ae * aa ae (ee i are a 2 2406 ii er: eo an & \ 
t rig yee Bee ee ey ee % 4 | as oe 
‘ <i 2 es oe eee os er Bet rer: \: bat 7 : Rees utd N i 
‘ eke 2 eh ee are: ae = ie 0S ee Te oe ‘ oe cee 
‘ as oie eee ae Oe amy aerananad pees es. fo aor a 
: Py fal ae Ree Ba wer oltre 6 ae “3 =. ; - pe [ -. , | wea 
; au La ME ie Bie 3 4 i eae rin a: a pe ae se ak gl ae ‘ . “ee aa i, ee] 5 
a basi a es ae ee oo ae . i “Tiger Bye 4 
7 Se I rr J 7- ) %.. 
fs : here ee ee ees Caen, Baa ee ae ee ig : . , : a 3 Se eet 
re en fae ae Be ee ae i ae ci ee a , oe : 8 ‘| ak Sa 
“ : ee ® re re i Ee a re Bg ee L- ms 3a. ae a ~ ere 
me } ‘ nn os Res Wey Macaeee ewe eres Etat " a ee Tar gah ON 
Si ‘oe © Sale 7 ny eee ie thy Bh tel Te FA ae EES f 2 = ? a ee , 
a M era - ie pee eee re | ee. As a ge Sea : : es ; = a. "ea 
Ra aie ee Pa Sees be Bee ie P — a ; 
a , F io. as 3 a Ss = = fy Po 
— ‘ Rees ny 4! Ge ee ee id - ; 4 = 3 2 Be gk : 
es Bite eR Le ee ee “ -_ f 
es . gi. ne = Ske 7 re Bas - Ps _ — 5 : 
bs) ; ee hy on e _ ;. 3 
4 | i . . R eg -_ a Sk <a. 
; 4 . yRoe : ——_ ie oe | 
, v j ; sv v puriede® . il —_— ” . - olgat ee t 
{ = VERING th twy Wane? . i a ES cae 
XS we x ¥NERT waystory my ae | 
ig 7 e zADY aver | as | j he oe . é 
— Sat - 1 i es a 2 
ne x THE wh sant 10. ae 7d aatee | “ ie 
‘ ia a 
a .™ F: 
y 3 Wome : qycented qn ¥- . ae 4 ‘ 
Be he _ - ye \ seonan Capen at ee . . 
Ps Z Bi sal ae } 
F : —_. aes ‘qaree O26* . £ a . — a me 
ie 7 : “rele : a x. } zz — —— . 
: : : > tans on oa j ‘ ) £ : — ae ‘ - se 
ie © tee > , Sie oa fs 
bs i 65 y awe “Ae : a 
r a — Aw &. WS! pow \ i 
: . ask A “ANVARY i > . at s A ee a / 
; { aa a A , é >, . ‘ fgg ne As ee : J 
ts, 4 . “See ‘ rr. 4 > © a Wea eS Sg ? 4 . 
a od ~ ~~. “tng ’ * ' : 7 .* q ie ’ L ae Laee : _ Sf ? 
4 * Pg i *., a ae rt ed F 
- , ; ; > wehd Vi : { : oe 4 fe e- * < / ao, aeye f 4 
ZA ; : owe , ne > 4 Ny ee; 2 < 
_ io A Os ASS Cua, \, Ae ; 
cat , >Z ) ae, . se . 7 \ ee fe yo 
> ia SA SN 7) eS PAA ie | 4 
- —_ bn 1 \ . - i o Ags . 
£ SS es : a Yr A a =) \ Bi , re ‘ oe FP 
i fe pas 4 a at. \ We a= - 4 
y xt eee a ay nN ; . = . Mie 
ms 2 ey . . 20% 
: ae ay " +)- ¢ ¢ 4 ‘ tad a 
+ ot i s a ee , 
is ee. +; 5 =i / es 
, : ‘rabtiei a NJ Vs >. Sa \ : 
[ee ° z ek , 
% She ; Pe egy ; 
< Ps Fs 5 —? , ee, Say i : j 
: > 2 Sia 4 _ € ‘ ns ey ole 7 j 1 
. mai ie Bias eS j 
a . : ye ie ii % > a Pay - e ‘ F f 
s oe ’ s Se) ee a Mie , . ‘| iy ; j 
4 aS . a is, ae a - ae Sig ; Q 
7 oe an a My —* od Cage e; xe z aan ne _ oe | j : 
+ aa 2 en tid as ae Ry - " * a ens 4 
ee } res” a me Vo ~ 4 ; | 1 ; 
. ae at > : i. i Pete sf ie Ve. Wine , ’ 
ss J sale a ; mm NS ee ey tg ae to Rien 
4 oot : a ker wong ee any ck. ere ie P 
eH |. oa ? a4 ie oo ae Cray si { ss 
& f r Z . Le eS ae Se se i 5 a . is 
Baa ee Dy WS an Fy . \ j 
I - <a ' et tere Ra ae. 3. Se 7) ~ 4 : 
a — i de : LJ fi ‘ 
- 3 ie ; * ae . shot " » _~ 2 F 2 = a ue “ 7 
ot = : oe ok . = i A . , P oi ee ; | . Je —— : 
r eae 2a, ; : ee aye ee ll 
. oe. a cee ~ Be, —S oe . «es 4 
Ba ik) ih) wpe ee ee " = " De . eee i: 3 ] — t 
st pea er ber: ee 4 ee 4 ’ ‘ is? al - ss _* 
‘ f; he b as c oe an ‘a —_— te al ee Re tel : P 
aie d = ae ites “a eg 
i - o a 4 woe ee rom ge t 2 Ee , : 
o,.: pes oR pes 4 ieee tgs , Pte. — } 7 ' 
Aes les oa ul , ie ee * . baie ‘ 4 
‘ E A : oa ee a - tae walt, = eh } 
; a i re , Serhan a 5 : 
, s : tA 7 = ee —— wit 3 
: aon a hy i 7 ee a ee ae ‘_ : 
: = as “| Se ee ace es : eS aa ; Poets 
. “= Ss p PN Be 7 Ee, oh jee pts oe aes nes —— = ot 47 Eeag ie . aieir tod Fd 
ee P Ee Ze | Pe fees ole ye aa : ' : ; : 
‘oe } : e con s, 
; a 
- — z hs i e id 
; : C peels eee ee gs ee aee, pace aA: '.@ xy 
be ; oe ene Cet oa ee os ee i a ee a PE ks 
e 0 i ee a 


| Post carried more 
any other magazine 


o® ae Fe 
‘ oF a oes 
P peers acy: E ee ‘ay —y 


POST...... 
LiPe........ 
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THE POST CARRIED 


more pages than LIFE 


2756 more pages than COLLIE : 
# 2861 more pages than LOOK 
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-gets to the 
neart of America 
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Sports and Media Thrived in 1950, 
Unhurt by TV, Jerry Jordan Says 


PHILADELPHIA, Jan. 2—Television 
has not hurt newspapers, radio, 
magazines, entertainmert or sports 
attendance to the extent that many 
persons had predicted, according 
te Jerry Jordan, 22-year-old ana- 
lyst who has been studying tele- 
vision habits and reactions. 

Mr. Jordan made his latest dec- 
laration on Dec. 
29 before a con- 
vention of the 
College Physical 
Education Assn 
at the Hotel 
Adelphia here. 

All of the above 
industries are 
“operating at, or 
very close to, the 
highest levels in 
their hisfory, de- 
Spite the fact that 
1950 was the dangerous: novelty 
period in the developmen¢? of tele- 
vision,” he declared. 


Jerry Jordan 


s He pointed out that 173 daily 
newspapers, mostly in television 
markets, had added 1,100,000 cir- 
culation in the three years of tele- 
vision’s greatest growth; more ra- 
dio stations had been built in the 
pest five years than in the pre- 
Vious quarter century, with 2,045 
stations now operating as com-| 
pared to 943 only five years ago. 
Approximately 54,000,000 new ra-| 
@ios had been purchased in that} 
game period, he added. | 
} “Thirty-one magazines have en- 
jOyed a 32% increase in circula- 
a in the past decade,” he stated, 

nd in spite of a $3 billion drop 
i® personal income in 1949, the 
public still spent $144,000,000 more 
@M recreation that year than in 


1948.” 


As for 1950, even though there 

re some moderate declines in 
Bighttime radio, sports and enter-| 
tainment admissions, ll _ still 
@joyed one of the best years in! 
the history of those industries, he 
@ntinued | 

“I think the real answer to this 
@ntire television controversy is the 
Kind of country we live in,” he| 
guid, explaining that if we were| 
living in a static economy the} 
powerful new force of television | 
might have been harmful. 

“But a nation that has produced | 
17,000,000 new family units and} 
more than doubled their incomes | 
in the last ten years can still find | 
a prosperous place for established 
industries, as well as rapidly ex- 
panding new ones.” 


e The young analyst defined 1950) 
as a peak danger period in the ef- 
fect of television because there 
probably never will be another 
period with such a large group of 
owners having sets less than one 
year. He also referred to one of his 
previous studies which indicated 
that greatest effect was shown 
during the first year of ownership. 

He predicted that television sales 
would drop in 1951 as a result of 
defense restrictions and the FCC 
freeze on new TV markets. 


529 MAIL ORDER ADS 
in JANUARY ISSUE of 


oa Profitable Hobbies! 
fount ’em...every ad 
¢ keyed for direct, traceable 
| 4 results! If you haven't dis- 
PULLS 3 YEARS! | “OVered the remarkable 
Even after 3| Pulling power of this mail 
years we still | Oder magazine gold mine, 
wet orders! | PROFITABLE HOBBIES 
People save] write at once for sample 
Profitable Hobbies! | copy and low rates. Circu- 
| Elsa Frissell, lation: 100,000 ABC Get 
“ the facts now ... write 


PROFITABLE HOBBIES 


728 HOBBIES BUILDING, KANSAS CITY 16, MO. 


i 
H 


Turning to sports, the speaker 
presented figures from 1950 base- 
ball attendance to show that the 
loss in paid admissions per game in 
major league parks decreased as 
the season progressed, even though 
each new month found an addi- 
tional 600,000 television sets being 
installed. 

College football attendance, he 
said, has had the best record of any 
major form of outside entertain- 
ment, reaching a new high in 1949 
and enjoying its second best year 
in 1950. 


e Mr. Jordan then declared that 
51% of all the families, and prob- 
ably three out of every four foot- 
ball fans, in the Philadelphia 
area now own sets, and that next 
year the novelty will have worn off 


for most of these families. 

Referring to talk about 
ing a national television ban on 
college football, he said: “It just 
doesn't make sense to force a na- 
tional ban on this Philadelphia 
area now and never find out 
whether television will be help- 
ful or harmful to football after 
the novelty has worn off.” 

He also recommended that col- 
leges try television to promote 
their activities and to broaden 
public relations. 


impos- 


e “The years immediately ahead 
are going to be tough on many 
colleges,” he said. “Student en- 
rollment, according to a New York 
Times survey, is down 7.4% and 
may continue to drop for another 
two years. Rising costs and lowered 
income are creating severe finan- 
cial problems. Most colleges are 
now engaged in public fund-rais- 
ing drives to assist them in nearly 
$3 billion worth of needed con- 
struction. 

“Television, if it does not hurt 


attendance, may prove to be a fine 
medium for bringing the public 
closer to college activities.” 

Mr. Jordan is a graduate student 
in the department of psychology, 
University of Pennsylvania, and 
author of “The Long-Range Effect 
of Television on Family Habits,” 
“The Long-Range Effect of Tele- 
vision and Other Factors on Sports 
Attendance,” and “Analysis of 1950 
Basebal! Attendance” (the last two 
published and distributed nation- 
ally by the Radio-Television Man- 
ufacturers Assn). His father is C. 
L. Jordan, executive vice-president 
of N. W. Ayer & Son. 


‘Nebraska Farmer’ Ups Rates 
Nebraska Farmer, published by 
McKelvie Publishing Co., Lincoln, 
Neb., has increased its b&w page 
rate to $940, effective April 1, 1951. 
Old rate for a bkw page was $830. 


Resigns Micro-Tone Account 

Melamed - Hobbs, Minneapolis, 
has resigned the advertising ac- 
count of Micro-Tone Co., effective 
Dec. 31. 


Advertising Age, January 8, 1951 


Appoints West-Marquis 

Gladding, McBean & Co., Los 
Angeles, manufacturer of clay 
products, has appointed West-Mar- 
quis Inc., Los Angeles, as its agen- 
cy. Products to be promoted im- 
mediately include Franciscan din- 
nerware, Hermosa tile, ceramic 
veneer and refractories. Batten, 
Barton, Durstine & Osborn former- 
ly handled the account. 


Swans Down Signs Quartet 


General Foods Corp., New York, 
is sponsoring the Golden Gate 
Quartet in a 15-minute transcribed 
program three times weekly over 
22 southern stations. The open end 
series—a Transcription Sales pack- 
age—will advertise Swans Down 
products. Young & Rubicam is the 
agency. 


Names Alphons ]. John 

Kearney & Trecker Corp., Mil- 
waukee, manufacturer of machine 
tools, has named Alphons J. John 
to head a newly created employe- 
public relations office. Mr. John 
will continue as advertising direc- 
tor of the company. 


\ 
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Some of our best friends 
are fycoons 


“Nation's Business,” said the big advertising 
expert in the industrial disinfectant firm (they 
come in all businesses!) “is not for us. Your book 
makes a pitch to the small business man. 

“We want our advertising to reach the big 


shots. We do most of our business now with the 


little companies.” 


Tus particular advertising expert seemed to 


be unaware that most firms do most of their business 


with little companies. 


For the obvious reason that most companies 


are small companies! 


According to the Department of Commerce, 


<= to 99 people! 


rated above a million dollars. The normal, heathy, 


growing business has to do most of its business 


with small companies 


Super Surercuest...With hay fever, 


»—= people: only 44,751 had more than 100 
=" employees: but 1,045,645 firms employed 


Out of the 3,900,000 business firms 


in this country in 1950, onlya small number are 


or go out of business! 


them at once! 


appliance dealers and gift shoppes 


The advertising expert also doesn’t happen 
to know Nation’s Business very well. 

\ business publication might “make its pitch” 
to small grocers, druggists, lumber yards, specialty 


stores, bottling plants, creameries, machine shops, 


but not all of 


Nation’s Business is unsuited to advise any 


business man on retail inventory, stock turnover, 


model sizes, pasteurization, sawdust disposal, gear 


cutting, television set servicing, and the selection 


of Canasta sets. It lacks the know-how and how-to 


of any specific business; does not deal in news of 


particular trades, markets, or who now heads the 


in 1947 only 7,237 firms employed more than 500 


order dep’t of the Eupip Co., of London, Ont. 


Narion’s pustyess is published and edited for 
the business man, devoted to his problems as a 


person, family man, manager, planner, investor, 


does business with small business men 


social and political entity. 


Andlikeevery other business, Nation’s Business 


because 


most business men are in small business. 


But, some of our best friends are tycoons! 


hives, heart and a hundred other worthy 
fund drives putting the bite on the US 
for $100,000,000 a year, social workers 
suggest a single Super Chest, and “give 
once for all...’ “Why Not All Our Begs 
in One Ask-it?” by J. C. Furnas. 


No Wrreu Hunter . ... Rawboned 
rumpled Seth W. Richardson, 70, has 
power almost outranking the White House 


and Pentagon, but isn’t trigger-happy ... 
“The Man Who's Hired to See Red” by 


Holmes Alexander and Joseph R. Slevin. 


Stork Sarton... John Roberts was 
all set for an evening with a book, when 
a visiting fireman called from the Stork 
Club—and the unexpected happens. Story, 


“Of All People” by Nathaniel Benchley. 


And a dozen other worthwhile articles 
for the business man in the January issue. 
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Advertising Age, January 8, 1951 


Ekco Names Three V. P.s 


Ekco Products Co., Chicago, 
housewares manufacturer, has 
named Edward Keating, who will 
continue as assistant to the presi- 
dent, as vice-president in charge 
of foreign operations. John Brooks, 
who continues as sales manager of 
nationally advertised lines, has 
been named vice-president in 
charge of housewares sales. Ed- 
ward Marder, who continues in 
charge of expanded staple lines, 
also has been named vice-presi- 
dent. 


Appoints Jabez Sever 


Western Family, Holl. wood, has 
named Jabez S. Sever, who joined 
the bi-weekly last month, as mer- 
chandising supervisor for Arizona. 
Mr. Sever will coordinate his work 
with the Associated Grocers of 
Arizona, with headquarters in 
Phoenix. 


Appoints Erwin, Wasey 
Hudson Products Co. Long 
Beach, Cal., manufacturer of 
Sleep-Eze sedative, has appointed 
Erwin, Wasey & Co., Los Angeles, 


| "SUPERIOR STYLING’—John A. Fry, president of Detroit-Michigan Stove Co.; Emil 


| 


Hartman, director of the New York Fashion Academy; and Fred A. Kaiser, vice- 


president of the stove company, are grouped around one of the ‘51 models. The 


Detroit Jewel and Garland gos range line has been given the Fashion Academy's 
* 1951 award for “distinctive design and superior styling.” 


as its agency. An expansion pro- 


will begin immediately. Radio and 


| gram to major national markets newspapers will be used. 


Mills Music Names Knight 


Mills Music Inc., New York, has 
appointed Vick Knight Advertis- 
ing, Los Angeles, to handle its ad- 
vertising. Separate campaigns will 
be launched for each category of 
the Mills catalog, including popu- 
lar, standard, educational and folk 
music. Both trade and consumer 
media will be used. 


Appoints Franklin Fader Co. 


Irvington :Varnish & Insulator 
Co., Irvington, N. J., has named 
Franklin Fader Co., Newark, as 
marketing and advertising counsel, 
effective Jan. 1. Trade publica- 
tions, catalogs and direct mail will 
be used. Armstrong, Schleifer & 
Ripin, New York, was the former 
agency. 


Sponsors Whiteman TV Show 


Pure Milk Producers’ Assn. of 
Greater Kansas City, Mo., is spon- 
soring the Paul Whiteman TV Teen 
Club show, over WDAF-TV, Kan- 
sas City, Saturdays, at 5:30 p.m. 
This brings to 12 the number of 
producer groups in key markets 
sponsoring the telecast. 


yj, LE 


TO mene 

ae Lo Ae 
ons hae 
ev, 


Name any big company you know, or want to 


know you 


Plenty of it! More than any business magazine! 
Most big companies are members of the U. S. 
Chamber of Commerce, and their executives get 
membership subscriptions to Nation’s Business— 
although these Chamber subscriptions account for 
less than 9% of NB’s more than 700,000 circulation! 


Most pig company executives know Nation’s 
Business from away back in their business careers. 

But Nation’s Business reaches the big business 
men because it is of service and value to all business 
men. And the man in the big job in the big firms 
is no different from other business men 
aims and interests, in his personal problems, in his 
need for background and interpretation of all the 
factors that influence his business and him! 

After you run through big business, however, 


Nation’s Business has representation. 


and Nation’s Business covers them as 


there’s still a lot of business men to cover 


7) 


does no other business publication. 
Some 60% of NB circulation is 
in towns of under 25,000 


where 


10% of the manufacturing, 30% 
of all other business, is done. 


This small town business segment is 


the most dynamic portion of American business 


in his 


general business publications 


a huge market now, with the largest potential for 
growth and advancement. 

In this market, Nation’s Business can find you 
prospects and customers not covered by other 


a premium market 


that gives NB a big plus value as an advertising 
medium. And the plus comes at very low cost! 

If you don’t know as much as you should 
about this magazine and its market, call the nearest 
Nation’s Business office. 


22000 . 


Iowa State’s TV 
Station Will Net 
$75,000 for Year 


Ames, Ia., Jan. 2—Iowa State 
College, the only school in the U.S 
operating a television station, will 
net between $75,000 and $85,000 
from its semi-commercial opera- 
| tion of WOI-TV in 1950. 

Except for WOC-TV at Daven- 
port, WOI-TV is the only video 
station in the state—and the only 
one serving Des Moines and cen- 
tral Iowa. The state's board of edu- 
cation, which has always adhered 
strictly to non-commercial opera- 
tions for its two radio stations 
(WOI here and WSUI at the State 
University of lowa in Iowa City), 
decided last spring to air commer- 
cial network shows on the TV sta- 
tion. 


@ The advertising revenue is used 
to pay for developments and im- 
provements at the station. The 
$75,000-$85,000 estimate of net in- 
come from advertising does not 
| represent a full year of operation, 
j}as WOI-TV went on the air Feb. 
| 21, 1950, and did not join the net- 
works until some time afterward. 
Weed & Co. is the only advertis- 
ing representative of the station, 
and no advertising is accepted on 
a local basis. All contracts are for 
two years, written to protect rights 
of any privately owned TV stati 
that may come on the air. 


National Electric Names 3 


National Electric Products Co 
Pittsburgh, manufacturer of 
dustrial busways, conduits, flexi 
tubing and wire and cable, 
named William F. Minnick Jr., 
the company’s advertising depa 
ment, as assistant advertising ma 
ager. Maurice S. Kelly, who ed 
the company’s employe magazi 
has been named publicity mar 
ger. Fred S Kelly, a member 


the advertising staff, has be 
named departmental producti 
manager 


Curtis Joins Jam Handy 

Tom R. Curtis, formerly vi 
president of Atlas Films Corp., 
been named motion picture p 
duction consultant in the Chica 
area for Jam Handy Organizati 
Detroit. 


Martin & Tuttle Moves 


Martin & Tuttle, Seattle agenc 
has moved to larger quarters 
1505 Broadway. 


the Ring Binder that 
STANDS, SITS 
or LIES FLAT 


to get your prospect's attention 


At a flip of the fingers, it becomes a 
hard-hitting sales tool. Displaymaster 
props up at a 30° angle when prospect 
is standing, 60° when prospect is sit 
ting. This better vision means better 
presentations. Sets up and takes down 
in a flash; no fussing with gadgets. 


* Also 100s of other items. 
FOR FREE 
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NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, 
SAN FRANCISCO, LOS ANGELES, SEATTLE AND DALLAS 


| SEND FOLDER 


Sales Jools, Juc. 


1220 West Madison Street 
CHICAGO 7, ILL. 
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_ success of an advertising agency is a reflection of the 


success of its clients. It can’t be anything else. 


American Can Company, New York, N. Y. : 
Metal and Fibre Food and Non-food Cantainers 


American Home Foods, Inc., New York, N. Y. 
Chef Boy-Ar-Dee Quality Foods, Inc. Division + 
Clapp’s Baby Food Division 

Arakelian, Inc., K., Madera, Cal. 

Mission Bell Wines 


Bigelow-Sanford Carpet Co., Inc., New York, N. Y. 
Bigelow-Sanford Rugs and Carpets + Glamorugs 


Bissell Carpet Sweeper Company, Grand Rapids, Mich. 
Bissell Carpet Sweepers 


Borden Company, The, New York, N. Y. 
Institutional 
Grocery Products Division (Eagle Brand Condensed 


Young & Rubicam is the reflection of the 57 successful busi- 
nesses for whom some or all of the advertising is prepared. 


These clients have products to sell that range from a 5¢ candy 
to one of America’s finest automobiles. They have services to 
sell that range from help in planning a meal to insuring your life. 

And their success indicates that sound business judgment 
and effective advertising for almost any product or service are 
likely to be found at Young & Rubicam. 


Milk, Evaporated Milk, Malted Milk, None Such 
Mince Meat, Starlac) 

Borden's Farm Products of N. Y. (Fluid Milk) 

Lady Borden Ice Cream 

Cheese Division (Chateau, Liederkranz, Military 
BrandCamembert,CocktailSpreads,CreamCheese, 
Pippin Roll and various Processed Cheeses, 
Borden's Biscuits) 

Special Products Division (Borden's Dog Food, Ani- 
mal Food Supplements, D-Q Milk, Vitamin Con- 
centrates, Whitson Products, Labco Products) 

Dry Milk Division (Breadlac, Special Starlac, Dairy 
Starlac, Powdered Fruit Juices) 


Bristol-Myers Company, New York, N. Y. 
Sal Hepatica » Minit Rub « Trushay Hand Lotion « 
Bufferin 
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Cannon Mills, Inc., New York, N. Y. 
Cannon Sheets + Pillow Cases « Hosiery 


Cluett, Peabody & Co., Inc., New York, N. Y. 
Arrow Shirts « Ties « Handkerchiefs « Underwear « 
Sports Shirts + Collars 


Commonwealth Shoe and Leather Company, Whitman, 
Mass. 
Bostonian, Bostonian Junior and Mansfield Shoes 


Corning Glass Works, Corning, N. Y. 
Consumer Products Division + Pyrex Ovenware + 
Pyrex Flameware « Pyrex Opalware « Institutional 
Advertising 


Leering, Milliken & Co., Incorporated, New York, N.Y. 
*Milium”™ trade-mark 


Dictaphone Corporation, New York, N. Y. 
Dictating and Recording Machines 


Drackett Company, The, Cincinnati, Ohio 
Drano « Windex Spray 


Drake Bakeries Incorporated, Brooklyn, N. Y. 
Drake's Cakes 


Duffy-Mott Company, Inc., New York, N. Y. 
Mott's Apple Products « Sunsweet Prune Juice 


Frankfort Distillers Corporation, New York, N. Y. 
Four Roses « Paul Jones 


General Electric Company, Schenectady, N. Y. 
Advertising and Publicity Department (General Com- 
pany Television Advertising) 


General Electric Company, Bridgeport, Conn. 
Appliance and Merchandise Department (Refrigera- 
tors, Freezers, Ranges, Water Heaters, Dishwash- 
ers, Disposalls, Home Laundry Equipment, Irons, 
Toasters, Sandwich Grills, Waffle Irons, Mixers, 
Roasters, Clocks, Fans, Vacuum Cleaners, Auto- 
matic Blankets, Heating Pads, Heaters) 


General Foods Corporation, New York, N. Y. 

Maxwell House Division (Sanka; Instant Sanka; 
Kaffee Hag) 

Associated Products Division: Jell-O Division (Jell-O; 
Jell-O Puddings and Pie Fillings; Jell-O Tapioca 
Puddings; Jell-O Rice Pudding; Institution Jell-O 
Products) 

Minute Division (Minute Gelatine; Minute Rice: 
Minute Tapioca) 

Post Cereals Division: (Grape-Nuts; Grape-Nuts 
Flakes; Post's Wheat Meal) 

Igleheart Bros. Division (Swans Down Cake Flour; 
Swans Down Family Flour; Swans Down’ Self 
Rising Cake Flour; Swans Down Cake Mixes) 

Franklin Baker Division (Baker's Premium Shred 
Coconut; Baker's Southern Style Coconut; Baker's 
Bulk Coconut Products) 


| Birds Eye-Snider Division (Birds Eye Frosted Foods; 


Birds Eye Frozen Orange Juice Concentrate) 
Electricooker Division (Kerne|-Fresh Salted Nuts) 
General Seafoods Division (40-Fathom Brand of 

Fish and Seafoods; Jack and Jill Cat Food) 
Bireley’s Division, Hollywood, Calif. (Bireley’s Fruit 

Flavored Beverages) 


Goodyear Tire & Rubber Company, Inc., The, Akron, O. 
Goodyear Passenger Car Tires + LifeGuard Safety 
Tubes 


Gulf Oil Corporation, Pittsburgh, Pa. 
Gulf Products 


| Hammond Instrument Company, Chicago, I|linois 


Hammond Organ + Solovox 


Hearst Magazines, Inc., New York, N. Y. 


Good Housekeeping Magazine 


Heritage-Henredon Furniture Industries, High Point and 
Morganton, North Carolina 


Hotels Statler Company, Inc., New York, N. Y. 
Hunt Foods Inc., Los Angeles, Calif. 


International Harvester Company, Chicago, III. 
Motor Trucks 


International Silver Company, Meriden, Conn. 
International Sterling « 1847 Rogers Bros. 


Johnson & Johnson, New Brunswick, N. J. 


Baby Products Div. + Surgical Dressings Div. 


Kaiser Aluminum & Chemical Corporation, Oakland, 
Calif. 


Kaiser Steel Corporation, Oakland, Calif. 


Lane Company, Inc., The, Altavista, Va. 
Cedar Chests 


Life Savers Corp., Port Chester, N. Y. 
Life Savers Candy 


Lipton, Inc., Thomas J., Hoboken, N. J. 
Lipton Tea + Lipton Soups 


Metropolitan Life Insurance Company, New York, N.Y. 


Motor Wheel Corporation, Lansing, Mich. 
Duo-Therm Fuel Oil and Gas Heating Appliances 


National Paint, Varnish and Lacquer Association, 
Incorporated, Washington, D. C. 


National Sugar Refining Company, The, New York, N.Y. 
Jack Frost Sugars + Arbuckle Sugars 


Northern Paper Mills, Green Bay, Wise. 
Toilet Tissues + Handy Paper Towels 


O-Cedar Corp'n, Chicago, Ill. 
O-Cedar Polishes « Waxes + Dust and Polish Mops « 
Wet Mops 


Packard Motor Car Company, Detroit, Mich. 


Parke, Davis & Company, Detroit, Mich 
Pharmaceutical and Biological Products 


Personal Products Corporation, The, Milltown, N. J. 
Modess + Co-ets 


Petri Wine Company, San Francisco, Calif. 

Procter & Gamble Company, The, Cincinnati, Ohio 
Cheer 

Pullman Company, The, Chicago, III. 
Sleeping Car Service 


Purity Bakeries, Chicago, lll. 
Grennan Cakes + Taystee Bread 


Rath Packing Company, The, Waterloo, lowa 
Black Hawk Meats + Canned Meats 


Royal Typewriter Company, Inc., New York, N. Y. 


Royal Standard Typewriters + Royal Portable Type- , 
writers + Royal Electric Typewriters + Roytype 
Supplies 


Sanforized Div. of Cluett, Peabody & Co., Inc., New 
York, N. Y. 
“Sanforized” trade-mark «**Sanforset” trade-mark « 
“Sanforlan™ trade-mark 


Schlitz Brewing Company, Jos., Milwaukee, Wisc. 


Scovill Manufacturing Company, Waterbury, Conn. 
Proprictaries Division 


Simmons Company, New York, N. Y. 
Beautyrest + Hide-A-Bed + Deepsicep Mattress « 
Babybeauty Crib Mattress + Ace Spring 


Singer Sewing Machine Company, The, New York, N.Y. 
Singer Sewing Machines and Related Accessories 
Time, Incorporated, New York, N. Y 
Life Magazine + Time Magazine 


Travelers Insurance Companies, The, Hartford, Conn. 


YOUNG & RUBICAM, INC. apverrisinc 


New York Chicago Detroit Son Francisco Hollywood Montreal Toronto Mexico City London 


arr 
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1F YOU TELL IT IN 


New York + Chicago + Detroit 


This is 

the Media Director who put his 
client on the trail that leads to 
sales to 1,000,000* MEN who read 
and own The Elks Magazine. 


June 30, 1950 ABC statement 
—976,299 circulation—-a 26,299 
bonus over guaranteed 950,000 


on which current rates are based, 


YOU'LL SELL IT... 


Los Angeles + Seattle 


National Safety Council 
to Give Safety Awards 


The National Safety Council, 
Chicago, has announced that it is 
inviting nominations for its Pub- 
lic Interest Award as a means of 
honoring public information media 
which rendered exceptional serv- | 
ice to safety in 1950. 

Awards will be made in six cate- 
gories: Daily and weekly newspa- | 
pers; radio and TV stations and | 
networks; magazines and trade 
publications; national and regional | 
advertisers; outdoor and trans- 
portation advertising organizations, | 
and theatrical motion picture pro- 
ducers. The deadline for nomina- 
tions is March 15, 1951. 


Jackson & Church Names 
Clifford Stuart President 


Clifford W. Stuart, vice-presi- 
dent and assistant to the president 
of McGraw-Hill Publishing Co., 
has resigned to become president, 
general manager and a director of 
Jackson & Church Co., Saginaw, 
Mich., manufacturer of warm air 
heating equipment and specialized 
industrial machinery. | 

Mr. Stuart assumes the position 
vacated by David L. Perrot, who 
has been named chairman of the 
board and executive committee. 
Mr. Perrot will direct research and 
development of products and prod- 
uct applications for the company. 


KTED Is Being Reorganized | 

KTED, Laguna Beach, Cal., 
which left the air on Sept. 27, is 
now being reorganized by Tom} 
Danson, president, preparatory to 
applying to the Federal Commun- 
ications Commission for return to} 
the air. 


| 

Schneider Boosts Brockman | 

Norbert C. Brockman, in charge 

of food and chain advertising of 

the Schneider Grocery Co., Cin- 

cinnati, has been elected a vice- 
president of the agency. 


|) Sp SS eg a 


i WSB 


on WSBT enjoys a higher Hooper than the network average.) For 


MICHIGAN 


LAKE 


@ INDIANAPOLIS 


WSBT. This station is a great buy on any schedule, delivering a 
8 half-billion dollar market all by itself BEYOND THIS, WSBT is 
ms the outstanding station throughout its primary area, adding another 
billion dollars to the WSBT market. Check it for yourself 
Sales Management figures and Hooperratings. (Every CBS show 


a tremendous bonus buy, buy WSBT. 


y PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE 


from 


std 


T FOR A BILLION DOLLAR BONUS 


In reaching the South Bend-Mishawaka trading area nothing equals 


The Baltimore Junior Chamber of Commerce award committee 
picked Richard W. Darrow, public relations director of Glenn L. 
Martin Co., as 1950’s “Most Outstanding Young Man of the Year.” .. 
“I was taking the day off and painting a ceiling in my house when 
they phoned to tell me I had been named Portland’s First Junior 
Citizen ...and I’ve stayed up there ever since,” was Roy N. Vern- 
strom’s way of telling his reaction to receiving his 1950 junior cit- 
izen award. He has been ad manager of Pacific Power & Light, 
Portland, Ore., for the past three years and before that was an ac- 
count executive at the Joseph R. Gerber agency .. . 


SHANGRI-LA—It may be cold up north but Wayne Coy (left), chairman of the FCC, 

looks comfortably warm here as he’s being given a gold key by Walter Evans, 

president of Westinghouse Radio Stations Inc., in Bermuda, to commemorate the 

30th anniversary of commercial broadcasting at KDKA, Pittsburgh. The key, en- 

graved “Shangri-la 1950,” was presented during a mystery weekend, with West- 
inghouse host to 98 radio and ad executives. 


Lt. Edward L. Segrist, erstwhile account executive at R. J. Potts- 
Calkins & Holden, Kansas City, and now working for the 2nd Divi- 
sion in Korea, was on a routine reconnaisance patrol a few weeks 
ago when he fell down a hill, got himself bruised, and broke his 
glasses. The front line hospital evacuated him to Pusan—a move on 
which he comments: “Not very heroic, but the rest will be wel- 
come.” .. 

Norman Chandler, publisher of the Los Angeles Times and presi- 
dent of KTTV, has been elected a director of Kaiser Steel Corp... 
American Pulley Co.’s president, James H. Robins, is chairman of 
the board of governors for the annual Parlin Memorial Lecture 
award, which will be made next spring. Members of the board in- 
clude Wroe Alderson, Alderson & Sessions; Leonard A. Drake, Phil- 
adelphia Chamber of Commerce; William C. Gordon Jr., Curtis Pub- 
lishing Co.; and Benedict Saurine, Sun Oil Co... . 

Just too late to see Santa Claus was the new daughter of John D. 
Scheuer, executive assistant to the general manager of WFIL, Phila- 
delphia. She arrived Dec. 27 ... 


PRIZE—J. R. Bruce Sr., chairman of Bruce Publishing Co., poses with his door prize, 

Mimi Hilory, at the Minneapolis Adclub’s Christmas party. There was a hitch in 

the deal, though. Mimi was contributed by Bozell & Jacobs as a baby sitter for 

one evening, provided the prize winner's children were under 14. Mr. Bruce couldn't 
qualify, but he and the other guests enjoyed the fun. 


Chicago media representatives had some pre-Christmas merri- 
ment Dec. 19 at a cocktail stag party at the Drake Hotel, given by 
Sherman & Marquette. Art Marquette did the honors as host... 

It was the other way around in New York earlier in December. 
Headley-Reed Co. was host at a cocktail party for radio and TV 
time buyers who had been guests of Stations WEEK, Peoria, and 
KRMG, Tulsa, in '49 and '50 at Jackson Hole, Wyo. Bob Jones flew 
in from KRMG for the party, and among the New Yorkers were 
Walter Bowe, Benton & Bowles; Frank Daniel, Lennen & Mitchell; 
Don Quinn, Ruthrauff & Ryan; Charles Hochkiss and Gordon John- 
son, Dancer-Fitzgerald-Sample; Ted Kelly, McCann-Erickson; 
Frank Silvernail and Fred Stoutland, BBDO; Chet Slaybaugh, Morse 
International; Lou Faust, Biow; Tom McDermott, N. W. Ayer; and 
Ray Simms, Erwin, Wasey ... 
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} Developed to get the greater sales demanded 


| by today’s high break-even point= 


| THE CHICAGO TRIBUNE 
CONSUMER-FRANCHISE PLAN 


et 


ALMOST every company today 

- has to sell more just to break 
even. Even a slight dip in sales 
may result in red figures. 

More than ever, advertising 
must be relied on to produce 
needed volume. More than ever, 
to be fully effective in producing 
volume, it must be shaped to meet 
stiffer competition and to cap- 
italize accelerating trends in 
retailing. 

From its study of advertising 
and selling in Chicago the Chicago 
Tribune has developed a sound 
procedure that can produce great- 


er sales anda stronger market posi- 
tion for your brand. Through it 
you can cash in on the increasing 
trend towards fewer brands per 
line and self-service. 

You can get larger store inven- 
tories, better shelf position and a 
greater share of the day-to-day 
buying of consumers. You can 
build a consumer franchise effec- 
tively resistant to competitive 
promotion and sales work. 

Highly productive in Chicago, 
the plan can be put into operation 
in any market. It will strengthen 
present successful methods. It 


The World’s Greatest Newspaper 


will win the support of your sales 
staff and distributive organiza- 
tion. Pointed for immediate vol- 
ume returns, it provides a stable 
base for future expansion. 
Retailers are not interested in 
stocking and pushing a brand 
which their customers are not in- 
terested in buying. The Tribune 
plan meets that challenge squarely. 
If you want to know how it 
can be used in your business, a 
Tribune representative will be 
glad to tell you about it. Ask 
him to call. Do it now while the 
matter is fresh in your mind. 


Chicago Tribune 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago !!; E. P. Struhsacker, 
220 E. 42nd St.. New York City 17; W. E. Bates, Penobscot Bldg 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Detroit 26; Fitzpatrick & Chamberlin, 
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aa million 


PriDE AND PURSE — both are deeply involved when 


a young wife furnishes her new home . . . Here her new family leads its life, 


finds its fun, enjoys its rest. Here is her first big challenge in good taste — and wise buying. . . . 
And each month the home furnishing pages of TODAY’S WOMAN serve as a beacon and a 


“buying bible” for more than a million young wives. 


For an advertiser TODAY’S WOMAN delivers a prime market of young wives spending over 
$100,000,000 each year on home furnishings. In addition, the TODAY’S WOMAN special Merchandising 
Program, reaching 2,000 buying and sales promotion executives in the nation’s leading stores, gives strong 


retail support to advertised products. 


td wet ae 


This prime market, this editorial strength, this winning combination of consumer and 


sg ell 
Piss NE 


retailer influence has led such important home furnishings manufacturers as 

Drexel Furniture Co., Magee Carpets, Servel, Magic Chef, 

Castleton China, to advertise 
regularly in 

TODAY’S WOMAN. 


TODAY’S WOMAN READER 


Median Age — only 29.6 Median 5 
Marital Status — 92.7% are married over $10% 
Children — 42.5% have children under 5 although 

53.3% have children under 10 Educatior 


Families with children average 1.7 children = Ownershi 
per family. This means that there are more 

than a million young children in the families of 
TODAY’S WOMAN readers. *Source: Ti 


All photographs from the editorial pages of TODAY'S WOMAN 
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TODAY'S WOMAN'S SPECIAL 
MERCHANDISING PROGRAM* 


THE EDITOR’S VIEWPOINT 


We believe that our readers — while they 
still are young — should have as many of the 
comforts and as much of the beauty 

of living as possible. 


Every month TODAY’S WOMAN ’s own “On-the-Spot” 
Merchandising Representatives personally contact 1000 
key personnel of the nation’s leading department stores and 
buying offices arranging for promotions of products 
advertised in TODAY’S WOMAN. 

Another 1,000 buyers and executives receive 

TODAY’S WOMAN ’s Advance Merchandising Kit 

each month with its reproductions of upcoming advertising 


Thus our pages are devoted entirely to the 
products young married people can buy 
and buy now. We do not feature plans beyond 


and editorial pages, complete with retail and Vn their means, since we believe this is a 
Pers _ ania : “3 z sure way to stifle the buying urge. We know 
es! ¢ ore and more promotions point-or- am Am ES i 2 - e 
displays in leading stores for the products advertised in — sad that people who put off buying furnishings 
TODAY’S WOMAN. for their home too long, become accustomed to 


inadequacies and gradually lose the zest and 
desire for buying new things. 


*For accounts using one column or more. 


We give every impetus editorially to those 
furnishings which answer the problems of the 
young market of today and which are well-styled, 
well-priced and well-distributed. 


By constantly presenting such merchandise, 
surrounded by tasteful decorating ideas, we help 
our readers to the knowledge that attractive 
furnishings are available within their purchasing 
power ; and thus we stimulate the buying action 
that is the corollary of knowledge and desire. 


Ra rater de 


Home Furnishings Editor 


aE 
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T tele wee 
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. i eee immed 


ADER CHARACTERISTICS* 


Median income — $3923 annually .. . 
»ver $1000 higher than the national median, 
though their median age is so young (29.6 years). 
‘ducation — 83.9% are college or high school graduates. 
wnership — 47.6% own their homes 

99.3% own radios 

79.4% own automobiles 
*Source: TODAY'S WOMAN Reader Characteristics Study, 1950. 
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National Starch Boosts 3 


Donald D. Pascal has been 
named vice-president in charge of 
sales of National Starch Products 
Inc., New York. He had been vice- 
president in charge of eastern and 
Pacific Coast sales divisions. S. F 
Thune, sales manager of the mid- 
western division, has been appoint- 
ed general manager of the division 
Lester Klempner, sales manager of 
the New York division, also has 
been made sales manager of the 
eastern division. 


a ____... erase the hallmarks of hostility 
— aa and join in a productive effort to 'ce The 
aw Reach Maine's $200,000,000. ame wil the war. This alliance was en- 
= Farm Market with >= couraged specifically by the War 
rt MAINE Farm NEWS @ Production Board, which set up 
a Bureau ® some 5,000-odd labor-management phe 
@ include it in your advertising plans. MB committees, particularly in com- ™@nagement 
, 4 MAINE FARM BUREAU NEWS } panies engaged in war work. 
a 22 Monument Sq., Portiand, Me. 28 A high percentage of these regularly 
2S abor-management committees table. 
: 
f * 
' 
; : 
Have you considered putting your costly TV 
: commercials to work in theatres? It can pay big 
: dividends because you can either — 


Employe Communications 


How to Win Friends Among Your Workers © 


By Rospert NeEwcoms and Marc SAMMONS 


Need for Teamwork 

e IN THE early days of World 
War II, the forces of labor and 
management were encouraged to 


originated in a climate of cynicism 
Management was often inclined to 
view this tandem arrangement as 
an invitation to organized labor to 
move in and take over the front of- 
labor elements were 
sometimes disposed to regard the 
committee as a speed-up device 
with a fancy title. In some cases 
the men who composed the labor- 
groups were the 
same men who glared at each othe! 

the bargaining 
government men 


across 
Even the 


charged with committee installa- 
tions were at times pessimistic 
about the new brotherhoods they 
had created. 


e So far there has been no of- 
ficial word regarding the re-estab- 
lishment of these groups. But it 
seems not unlikely that Charles 
E. Wilson, newly-appointed head 
of the nation’s mobilization effort, 
will want some tangible, continu- 


ing demonstration of cooperation | 


between management and labor. 
He will probably encourage any 
effort toward that end. 

The management that does some 
planning now will be farther ahead 
later on. The mood of the partici- 
pants is invariably better when 
the planning is done voluntarily 
by the two groups—employer and 


1. Intensify your coverage of TV markets or 


2. Reach with equal or greater impact the tremendous 
additional audience which television cannot reach. 


There are 14,750 theatres available in almost all markets, 

j large and small, on a completely selective 
theatre-by-theatre basis. They have 7,450,000 seats, 
giving you a total audience of 40,000,000! 


You can reach this greatly increased market at a 

low cost per 1000 viewers. When you compare movie 
and TV coverage, remember that virtually 100% of 
selected movie audiences see and hear your film. 


The Movie Advertising Bureau handles all details of 
theatre schedules. Each theatre selected screens your 
films at every full performance during the weeks 


scheduled. 


Dig into this proposition thoroughly, or ask your 
advertising agency to do so. We will prepare theatre 
coverage plans for you without cost or obligation. 
Write, wire or phone our nearest office for 
complete information. 


NATIONAL OFFICES 


CLEVELAND: 526 SUPERIORN.E. © 


Show 


your 
film 


to 


commercials 


40,000,000 
moviegoers! 


e 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. @ SAN FRANCISCO: 821 MARKET ST. 


Advertising Age, January 8, 1951 


employes—than when it is done 
under an implied compulsion. If 
it is done voluntarily, the labor 
group cannot later observe that the 
committee was set up under orders 
from Washington, and that the 
company is doing only as it is told. 

There are some things to be kept 
in mind in connection with the 
formation of these committees, 
whether they have official recog- 
nition from Washington or not. To 
heed them is to avoid headaches, 
| and here they are: 


e 1. A labor-management com- 
mittee should be a cooperative pro- 
duction group. It should have 
nothing whatever to do with coi- 
lective bargaining. It should avoid 
any topic expressly covered by the 
contract, and not intrude upon the 
work of established groups, such 
as grievance committees, etc. It’s 
a production assignment, a morale- 
building assignment, and that’s a 
large enough order for any group 
anywhere. 

2. There should be a balance of 
authority—that is, rotated chair- 
manship, equal representation on 
sub-committees. If possible in 
unionized organizations, the rep- 

| resentatives from both sides should 
not be from the negotiating com- 
mittee. This is no cinch to arrange, 
| but it is highly desirable. 

3. An individual, or small com- 
mittee, should be made responsible 
for programs at meetings. During 
World War II, department heads 

|in one company were called upon 
| to discuss their operations under 
war conditions—the stuff was so 
meaty and informative that the 
labor members of the committee 
|}took the transcribed reports to 
| their union floor and explained to 
| the membership just how big the 
job really was 

| 4. There should be an honest, 
continuous effort on both sides to 
| work harmoniously. If the com- 
|} mittee meetings degenerate into 
gripe sessions, the committee may 
as well disband. 


| Crosley Buys Pruden Show 
Crosley Broadcasting Corp., Cin- 
cinnati, has purchased for two 
years the services of Penny Pruden, 
conductor of Penny Pruden Pantry 
Inc., radio and TV merchandising 
show. Penny’s Pantry will be oper- 
ated as a merchandising service of 
WLW and WLW-T, Cincinnati. All 
present participants in the opera- 
tion of Penny’s Pantry will con- 
tinue until present obligations have 
been fulfi"ed 


Joins Calkins & Holden 


Byron H. McKinney has joined 
Calkins & Holden, Carlock, Mc- 


Clinton & Smith, New York, as 
radio-TV  producer-director. He 
formerly was with the Veterans 


Administration central information 
office, where he had been produc- 
ing radio and video shows. 


Ayre Joins United Airlines 

Jack Ayre has resigned from the 
editorial staff of the Item, Port 
Chester, N. Y., to join the public 
relations department of United 
Airlines in New York. 


ONE 
NEWSPAPER 
Delivers the Cream of the 


NEGRO MARKET 


The Negro market is huge! Negroes 
spend $15 billion every year on prod- 
ucts you sell. And one medium deliv- 
ers the cream of this vast and loyal 
market—1,500,000 of the wealthiest and 
most influential Negroes in America 
Whatever you sell, you can sell it to 
Negroes better in the new Courier. 
Always a leader, always expanding— 
the Courier’s new addition of popular 
4 color comics and exciting magazine 
section makes it America’s most com- 
plete weekly newspaper! The Courier 
offers you a large and responsive mar- 
ket at minimum cost and maximum 
return. For full details on the new 
Courier, the newspaper that sells more 


Negroes more, write: 
INTERSTATE UNITED NEWSPAPERS 


545 Fifth Avenue, New York 
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| | 
no We- cold nefreshments (unless they're still in the grocer's cooler). 


Because, even though Pop's thirsty, he knows that in his home, as in most American homes, buying is a family affair. 
| One good way to sell soda pop, cars, or coffee — anything that's sold to the family — is through the 
magazine the whole family reads and trusts — THE AMERICAN Macazine. 
For it's a fact that this is the best-liked magazine in more than 2,500,000 of America’s 
most prosperous homes. In these homes more than 85% of the men, the women, and the young adults each spends an average of 
( 5 hours and 24 minutes reading every issue. 
Tue American Macazine is designed to appeal to the whole family — to bring the family together as a 
) group. And this is your key to sales, because your product is sold the 
| moment mother, father, sister, and brother get together 


and agree to buy. 
Advertisers with good things to sell can sell the whole 
family through the pages of the family’s well-loved 
and respected friend — THe American Macazineg. 


merican 


MAGAZINE 


THE CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVENUE, NEW YORK 19, N. ¥. PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIBR'S AND WOMAN'S HOME COMPANION 
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Toffenetti Names Berger 


Toffenetti Restaurant Co., Chi- 
cago, has appointed the Alfred 
Paul Berger Co., New York, to 
handle advertising for the New 
York Toffenetti’s. At present, ad- 
vertising includes two 15-minute 
segments on the Tex and Jinx pro- 
gram, WNBC. C. Wendel Muench 
& Co., Chicago, who formerly han- 
dled all Toffenetti advertising, 
continues as the agency for the 
Chicago restaurants. 


Gas Range Makers Merge 


O’Keefe & Merritt Co., Los Ange- | 
les, manufacturer of gas heaters, 
and Tappan Stove Co., Mansfield, 
O., manufacturer of Tappan gas 
ranges, have merged. A combined 
total of approximately $5,000,000 
was involved in transaction of 
stocks and cash. No change in per- 
sonnel or present methods of dis- | 
tribution will result from the 
merger. Both companies will re- 
main autonomous. | 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


“CHURCH PROPERTY 


ADMINISTRATION 


| 


} 


| Dallas Jones Plans Drive 


Dallas Jones Productions, Chica- 


!go, producer of sound slidefilms 


and television films, will launch 
its first advertising campaign in 
January, using one-third page ads 
in Business Screen. The series will 
|continue through 1951 with addi- 
| tional space in other business pa- 
pers. The advertising is handled 
direct. 


Tintair Names Swersey 
Joseph Swersey, former mana- 


| ger of chain store sales for Ever- 


Sharp Inc., and vice-president in 
charge of "sales for Segal Safety 
Razor Corp., has been named man- 
ager of the variety chain division 
in charge of sales and merchandis- 
ing for Tintair, home hair coloring 
product manufactured by Bymart 
Inc., New York. 


” 
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Huge Foreign Demand for U. S. Goods Seen 


New York, Jan. 3—For the first 
time in 13 years, the United States 
in 1950 bought more abroad than 
it sold and gave away. The dollar 
gap has closed, at least temporari- 
ly, according to Harry S. Wharen, 
editor of the McGraw-Hill Digest, 
writing in the current issue of 
“The Pulsebeat of Industry,” is- 
sued by the McGraw-Hill Pub- 
lishing Co. 

The issue features comments 
by 24 editors in the domestic 
field and four in the interna- 
tional field on probable trends and 
problems in 1951. 

“A huge foreign demand is build- 
ing up for our goods,” Mr. Wharen 
says. “Overseas business men want 


"economical media advertising 
ee from ~~ other 


SRDS publications do not iust “reach” your 
prospects and their agencies. They reach for them 
— constantly . . 


. not just to read for an hour then pass along, but to USE 
whenever they are checking opportunities in your market 


BUYERS USE THEM 
WHEN THEY ARE SOLVING 
MEDIA PROBLEMS 
AND MAKING 
MEDIA DECISIONS. 


| | Chicago agency, 


| problem facing the nation, 


to buy here because they now are 
getting the dollars they need to 
do so and, besides, they fear higher 
prices in the U. S. 

“If there is no significant change 
in international tensions, our for- 
eign trade for the next year or 
two should stay about in balance, 
with perhaps a small export sur- 
plus,” Mr. Wharen predicts. 


@ In the domestic field, Clark R. 
Pace, business outlook editor of 
Business Week, forecasts that 
“business activity in 1951 will be 
limited by our ability to recruit 
more workers, and by mounting 
government controls. 

“Measured in dollars,” he says, 
“the economy will go up to about 
$300 billion of gross national prod- 
uct. That compares with about 
$285 billion (annual rate) of 
spending for goods and services 
late in 1950. But that additional 
$15 billion won't be all wool and 
a yard wide; part of it will come 
into being only because of price 
rises.” 

He names inflation as the major 
and 
warns that “we can't pile a de- 
fense effort on top of the civilian 
economy as we did in "41 because 
there isn’t any slack.” 


Buckley Agency Changes 
Name to Robertson & Buckley 


Homer J. Buckley & Associates, 
has changed its 


name to Robertson & Buckley. The 
| following reasons were given for 


and in your kind of medium . . 


. when they’re working on 
media anaes aie 


or planning media proposals . . . 
or building lists . . . or preparing estimates . . . or allocating 
appropriations . . . or making the final decisions that include 
or exclude your ‘medium. 


In SRDS publications you need not seek to interest 
buyers in your media and market information. 
Here, buyers SEEK such information — a dozen 
times a day. 


SRDS publications concentrate wholly on media and 
market information. They give space to nothing else. There 
are no other sources of basic media buying information so 
complete, so accurate, so up to date, so constantly in the 
buyer's hands. 


SRDS media and market books cover no counter 
display specialists, few retail store advertising 
people. National and regional buyers of space 
and time are the regular users .. . 


. space buyers, time buyers, advertising managers, ac- 
count executives—whoever is most concerned with market 
selection and media buying. 


In SRDS publications you need not divert promotion 
dollars to costly art work, nor use space for attention- 
getting devices. Buyers want useful information 

in these pages, arranged in simple, orderly fashion, 
to help them buy wisely, without wasting time. 


You can put all your space in SRDS publications to work 
on the essential facts about your market, your audience, 
how you serve that market and audience, and why your 
medium can help sell the products that audience buys. 

And you can let your best story stand—repeat it month 
after month, so long as it’s your best story. No monthly 
copywriting chore; no monthly bills for production. The 
kind of information buyers of media want when they’re 
using SRDS publications remains the same—so long as it’s 
reliable, accurate, up-to-date, complete. 


Attention, Market 

Research Directors: 
Save time and money on 
your next assembly of tab- 
viated market data. All CON- 
SUMER MARKETS figures have 
been placed on 350,000 IBM 
punch cards, and are avail- 
able for machine tabulating 
in any desired combination 
or grouping of data .. . by 
cities, counties, trading areas, 
state or regional totals, U. S. 
totals. Fast service at low 
cost. Estimates furnished. For 
information write, wire, or 
phone. 


Buyers use SRDS publications whenever they're 
interested in media. That's why over 900 media 
are currently using Service-Ads in SRDS media and 
market books . . . to supplement and expand their 
media and market listings with information 

that sells by helping buyers buy. Ask your SRDS 
representative to give you the whole story as it 
applies to your medium. 


Bane “, . : 
4 STANDARD RATE 


SRDS 


TITLE CHANGES 

Beginning with the January 1951 
issues, the nine publications of 
Standard Rate & Data Service will 
be published under the following 
new descriptive titles: 


BUSINESS PUBLICATION 
ADVERTISING RATES AND DATA 


(Formerly known as the 
Business Publication Section) 


CONSUMER MAGAZINE 
ADVERTISING RATES AND DATA 
(Formerly known as the Consumer 
Magazine Section. This publication 
still tains Farm Publicoti 
Advertising Rates and Data). 


NEWSPAPER ADVERTISING 
RATES AND DATA 
(Formerly known as the 
Newspaper Section). 


RADIO ADVERTISING 
RATES AND DATA 
(Formerly known as the 
Radio Section). 


TELEVISION ADVERTISING 
RATES AND DATA 
(Formerly known as the 
Television Section). 


NATIONAL NETWORK 
RADIO AND TELEVISION SERVICE 


(A new Publication). 


A.B.C. WEEKLY NEWSPAPER 
ADVERTISING RATES AND DATA 
(Formerly known as the 

A.B.C. Weekly Newspaper Section). 


TRANSPORTATION ADVERTISING 
RATES AND DATA 

(Formerly included in the Cousumer 
Magazine publication, but now 
published monthly as a separate 
volume). 


CONSUMER MARKETS, 
the handbook of market stotistics, 
remains 


CONSUMER MARKETS 


AND DATA SERVICE 
The Notional Authority Serving the Media Bovine Function 
Walter E. Botthof, Publisher 


Rien Aone — tet 


Piet: Tali Lod fhe 5 


| the change. One is to give Scott 
Robertson, who has been presi- 
dent since January, 1950, full 
recognition as a major partner and 


Scott Robertson 


Homer Buckley 


president. Mr. Buckley will con- 
tinue in an advisory capacity as 
chairman of the board. 

Another reason given was to re- 
move the erreneous impression 
that the agency’s primary interest 
is in direct mail and mail order 
advertising—“a misunderstanding 
which springs from Mr. Buckley’s 


reputation in these specialized 
fields.” 
To Promote Travel Book 


Silver Springs, Fla., will use 57 
poster panels in the New York 
metropolitan area and the Mid- 
west in _ January featuring “Florida 
Guide,” first of an American travel 
series published by Simon & Schu- 
| ster, New York, which is promot- 
ing the new publication with mini- 


| ature poster reproductions. Silver 


Springs is offering four trips to 
Florida to distributors for the best 


job in distributing the books and 


placards by March 15. 


Appoints Edwin Seymour 
Edwin Seymour Inc., New York, 


international newspaper represen- 
| tative, has been appointed as ad- 


vertising representative in the U. 
S. for Informaciones, Maracaibo, 
Venezuela, afternoon newspaper. 


Specialists on 
SALES PORTFOLIOS 


SERVICE BINDERY CO. 


INC 
2241 S. WABASH AVENUE * 
CHICAGO 16 


CAlumet 5-3224 
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Heinz Plans Big Ad 
Drive to Publicize 
Store Promotion 


PirtspurGH, Jan. 4—Following 
its successful Variety Fair promo- 
tion, H. J. Heinz Co. will launch 
another intensive store promotion, 
the Heinz Value Parade, on Jan. 

} 22. 

Scheduled to run through April, 

Value Parade will be featured in 

ads in newspapers, magazines, out- 

door and trade publications, plus 
direct mail and radio promotions. 

1 Two four-color spreads and 
seven color pages in Life, Look and 
The Saturday Evening Post will 
' highlight the campaign. Baby foods 
will be given special impetus each 
| month with two-color ads in Ev- 
| erywoman’s, Family Circle, Par- 
f ents’ Magazine, Woman's Day, and 

y ten baby publications. 

A special outdoor campaign will 
be launched in February, with 
showings scheduled in 879 cities. 
An overlay reminder miniature 
will be carried on all of these 
posters in March to continue the 
Value Parade fanfare. 


s The Heinz radio show, “Ozzie & 
Harriet,” heard weekly over 286 
American Broadcasting Co. sta- 
tions (Fri., 9-9: 30 p. m., EST), will 
continue to feature the company’s 
condensed soups, but during the 
1l-week period of this promotion 
will tie in with Value Parade store 


SP 


activity. 

Newspaper advertising will be 
i carried in 843 papers, and 393 of 
soryncein.two colors. 
| be fea- 
. * and out- 
as in the 
Handy shed to 
| banners, 
| Order Form he - wire 
also will 
’ terchants 
For jore-wide 
‘ i ¥ posters 
NE W fp grocers 
-_-_l- fuce sales. 
Meats at 
lows suf- 
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| a > andles the 

Subscription 

,’ 

rmerly ad- 

vertising anda saies promotion 

manager of the Kelvinator divi- 

sion of Nash-Kelvinator Sales 

\ Corp., has joined the eastern ad- 
vertising staff of Good Housekeep- 
ing, New York. Geoffrey A. Cook, 

formerly advertising director ot 


the appliance division of Deep- 
freeze Co., has been named to the 
western advertising stafi. 


| Lace Institute Ups Budget 
| As part of its increased budget, 
the Lace Institute, comprised of 
} American lace manufacturers and 
i importers, will take full-page b&w 
} ads in Harper’s Bazaar, Simplicity 
Fy Pattern Book and Vogue, as well 
i as in business papers, to promote 
the sale of lace garments and gar- 
ments that «wtilize lace in their de- 
sign. Lester Herrison Inc., New 
York, carries the account. 


| 
3} AFRICA 


{ —the world’s biggest potential 
| market. Just published, of im- 

; 

| 


mense value to industrialists, exec- 
utives, advertising agents and ex- 
porters THE AFRICAN PRESS 
AND ADVERTISING ANNU- 
AL, 1950 issue. 
372 pages well illustrated, of 
up-to-date facts, concerning 28 
| African territories from the Union 
} of South Africa to Egypt. Price 
: $3.50 post free from the Publish- 
ers, 604 Boston House, Cape Town, 
South Africa. 


Appoints Davis Agency 

Aerated Products Co., Los An- 
geles, marketer of Instant Whip, 
has appointed Davis & Co., Los An- 
geles, as its agency. Television is 
now being used. 


Monroe Named Mathes V. P. 

Arthur F. Monroe, director of 
the public relations and publicity 
division of J. M. Mathes Inc., New 
York, has been named a vice-pres- 
ident of the corporation. 


Appoints Gray & Rogers 

Beryllium Corp., Reading, Pa., 
has appointed Gray & Rogers, Phil- 
adelphia, as its agency. Design, en- 
gineering and safety publications 
will be used. 


‘Star’ Becomes Daily 

Star, Meriden, Conn., which 
started as a weekly June 15, 1950, 
has become a daily afternoon news- 
paper. It will be published daily 
except Saturdays and Sundays. 


WREN 


hight Spot 1 
aa KA KANSAS 


WEED £ COMPANY 


it takes and makes a better impression 


is called America’s best paper 

for offset printing. Its surface- 

sized, fuzz-free finish brings out 

the true beauty of color... 
leap to life. Whether you print offset, 
lithography or sheet-fed gravure . . . with 
Ticonderoga Offset you're always sure of 
finest performance. For your next job . . . 
remember . . . specify Ticonderoga Offset. 
International Paper Company, 

220 East 42nd Street, 


New York 17, N.Y. 


@ No wonder Ticonderoga Offset 


TIC 


makes layouts 


TERNATIONAL 


NDEROGA 
OFFSET 


€ INTERNATIONAL PAPERS 


for printing and converting 
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Toffenetti Names Berger 


Toffenetti Restaurant Co., Chi- 
cago, has appointed the Alfred 
Paul Berger Co., New York, to 
handle advertising for the New 
York Toffenetti’s. At present, ad- 
vertising includes two 15-minute 
segments on the Tex and Jinx pro- 
gram, WNBC. C. Wendel Muench 
& Co., Chicago, who formerly han- 
died all Toffenetti advertising, 
continues as the agency for the 
Chicago restaurants. 


Gas Range Makers Merge 


and Tappan Stove Co., Mansfield, 
O., manufacturer of Tappan gas 
ranges, have merged. A combined 
total of approximately $5,000,000 
was involved in transaction of 
stocks and cash. No change in per- | 
sonnel or present methods of dis- | 
tribution will result from the) 


merger. Both companies will re- | 
| Tintair Names Swersey 


main autonomous. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


| Dallas Jones Plans Drive 
O'Keefe & Merritt Co., Los Ange- | 
les, manufacturer of gas heaters, ! 


Dallas Jones Productions, Chica- 
go, producer of sound slidefilms 
and television films, will launch 
its first advertising campaign in 
January, using one-third page ads 
in Business Screen. The series will 
|continue through 1951 with addi- 
| tional space in other business pa- 
}pers. The advertising is handled 
direct. 


Joseph Swersey, former mana- 


| ger of chain store sales for Ever- 
| Sharp Inc., 


| charge of sales for Segal Safety 


and vice-president in 


Razor Corp., has been named man- 
ager of the variety chain division 
in charge of sales and merchardis- 
ing for Tintair, home hair coloring 
product manufactured by Bymart 
Inc., New York. 
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Huge Foreign Demand for U.S. Goods Seen 


New York, Jan. 3—For the first 
time in 13 years, the United States 
in 1950 bought more abroad than 
it sold and gave away. The doilar 
gap has closed, at least temporari- 
ly, according to Harry S. Wharen, 
editor of the McGraw-Hiil Digest, 
writing in the current issue of 
“The Pulsebeat of Industry,” is- 
sued by the McGraw-Hill Pub- 
lishing Co. 

The issue features comments 
by 24 editors in the domestic 
field and four in the interna- 
tional field on probable trends and 
problems in 1951. 

“A huge foreign demand is build- 
ing up for our goods,” Mr. Wharen 
says. “Overseas business men want 


| ‘makes SRDS 


economical media advertising 
different from every other 
ae 


publications good, 


SRDS publications do not iust “reach"’ your 
prospects and their agencies. They reach for them 
— constantly ... 


ee 


. not just to read for an hour then pass along, but to USE 
whenever they are checking opportunities in your market 
and in your kind of medium . . . when they’re working on 
media presentations . . . or planning media proposals . . . 
or building lists . . . or preparing estimates . . . or allocating 
appropriations . . . or making the final decisions that include 
or exclude your medium. 


In SRDS publications you need not seek to interest 


buyers in your media and market information. 
; Here, buyers SEEK such information — a dozen 


times a day. 


SRDS publications concentrate wholly on media and 
market information. They give space to nothing else. There 
are no other sources of basic media buying information so 
complete, so accurate, so up to date, so constantly in the 
buyer's hands. 


SRDS media and market books cover no counter 
display specialists, few retail store advertising 
people. National and regional buyers of space 
and time are the regular users .. . 


. . . Space buyers, time buyers, advertising managers, ac- 
count executives—whoever is most concerned with market 
selection and media buying. 


In SRDS publications you need not divert promotion 
dollars to costly art work, nor use space for attention- 


getting devices. 


Buyers want useful information 


in these pages, arranged in simple, orderly fashion, 
to help them buy wisely, without wasting time. 


Attention, Market 
Research Directors: 
Sove time and money on 
your next assembly of tab- 
viated market data. All CON- 
SUMER MARKETS figures have 
been placed on 350,000 IBM 
punch cards, ond are avail- 
able for machine tabulating 
in any desired combination 
or grouping of data .. . by 
cities, counties, trading areas, 
state or regional totals, U. S. 
totais. Fast service at low 
cost. Estimates furnished. For 
information write, wire, or 

phone. 


“STANDARD RATE 


You can put all your space in SRDS publications to work 
on the essential facts about your market, your audience, 
how you serve that market and audience, and why your 
medium can help sell the products that audience buys. 

And you can let your best story stand—repeat it month 
after month, so long as it’s your best story. No monthly 
copywriting chore; no monthly bills for production. The 
kind of information buyers of media want when they’re 
using SRDS publications remains the same—so long as it’s 
reliable, accurate, up-to-date, complete. 


Buyers use SRDS publications whenever they're 
interested in media. That's why over 900 media 
are currently using Service-Ads in SRDS media and 
market books . . . to supplement and expand their 
media and market listings with information 

that sells by helping buyers buy. Ask your SRDS 
representative to give you the whole story as it 
applies to your medium. 


BUYERS USE THEM 
WHEN THEY ARE SOLVING 
MEDIA PROBLEMS 
AND MAKING 
MEDIA DECISIONS. 


SRDS 


TITLE CHANGES 

Beginning with the January 1951 
issues, the nine publications of 
Standard Rate & Data Service will 
be published under the following 
new descriptive titles: 


BUSINESS PUBLICATION 
ADVERTISING RATES AND DATA 


(Formerly known as the 
Business Publication Section) 


CONSUMER MAGAZINE 
ADVERTISING RATES AND DATA 
(Formerly known as the Consumer 
Magazine Section. This publication 
still tains Form Publicati 
Advertising Rates and Dota:. 


NEWSPAPER ADVERTISING 
RATES AND DATA 
(Formerly known as the 
Newspaper Section). 


RADIO ADVERTISING 
RATES AND DATA 
(Formerly known as the 
Radio Section). 


TELEVISION ADVERTISING 
RATES AND DATA 


(Formerly known as the 
Television Section). 


NATIONAL NETWORK 
RADIO AND TELEVISION SERVICE 


(A new Publication). 


A.B.C. WEEKLY NEWSPAPER 
ADVERTISING RATES AND DATA 
(Formerly known as the 

A.B.C. Weekly Newspaper Section). 


TRANSPORTATION ADVERTISING 
RATES AND DATA 

(Formerly included in the Consumer 
Magazine publication, but now 
published monthly as a separate 
volume). 


CONSUMER MARKETS, 
the handbook of market statistics, 
remains 


CONSUMER MARKETS 


AND DATA SERVICE 


The Notional Authority Serving the Media Buying Function 


br aa ) Se 


Walter E. Botthof, Publisher . < 
1, th — New 


oo OES ae ae ey 


to buy here because they now are 
getting the dollars they need to 
do so and, besides, they fear higher 
prices in the U. S. 

“If there is no significant change 
in international tensions, our for- 
eign trade for the next year or 
two should stay about in balance, 
with perhaps a small export sur- 
plus,” Mr. Wharen predicts. 


s In the domestic field, Clark R. 
Pace, business outlook editor of 
Business Week, forecasts that 
“business activity in 1951 will be 
limited by our ability to recruit 
more workers, and by mounting 
government controls. 

“Measured in dollars,” he says, 
“the economy will go up to about 
$300 billion of gross national prod- 
uct. That compares with about 
$285 billion (annual rate) of 
spending for goods and services 
late in 1950. But that additional 
$15 billion won't be all wool and 
a yard wide; part of it will come 
into being only because of price 
rises.” 

He names inflation as the major 
| problem facing the nation, and 
warns that “we can’t pile a de- 
fense effort on top of the civilian 

| economy as we did in "41 because 
there isn’t any slack.” 


| Buckley Agency Changes 

| Name to Robertson & Buckley 

| Homer J. Buckley & Associates, 
| Chicago agency, has changed its 
| name to Robertson & Buckley. The 
| following reasons were given for 
| the change. One is to give Scott 
Robertson, who has been presi- 
dent since January, 1950, full 
recognition as a major partner and 


Scott Robertson 


Homer Buckley 


president. Mr. Buckley will con- 
tinue in an advisory capacity as 
chairman of the board. 

Another reason given was to re- 
move the erroneous impression 
that the agency’s primary interest 
is in direct mail and mail order 
advertising—‘“a misunderstanding 
which springs from Mr. Buckley’s 
reputation in these specialized 
fields.” 


To Promote Travel Book 


Silver Springs, Fla., will use 57 
poster panels in the New York 
metropolitan area and the Mid- 
west in January featuring “Florida 
Guide,” first of an American travel 
series published by Simon & Schu- 
| ster, New York, which is promot- 
| ing the new publication with mini- 
| ature poster reproductions. Silver 
| Springs is offering four trips to 

Florida to distributors for the best 
job in distributing the books and 
placards by March 15. 


| Appoints Edwin Seymour 
Edwin Seymour Inc., New York, 
| international newspaper represen- 
| tative, has been appointed as ad- 
vertising representative in the U. 
S. for Informaciones, Maracaibo, 
Venezuela, afternoon newspaper. 


y, Specialists on 


SALES PORTFOLIOS 


SERVICE BINDERY co. 


INC 
2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224. 
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Heinz Plans Big Ad 
Drive to Publicize 
Store Promotion 


PirtspurGH, Jan. 4—Following 
its successful Variety Fair promo- 
tion, H. J. Heinz Co. will launch 
another intensive store promotion, 
the Heinz Value Parade, on Jan. 
22. 

Scheduled to run through April, 
Value Parade will be featured in 
ads in newspapers, magazines, out- 
door and trade publications, plus 
direct mail and radio promotions. 

Two four-color spreads and 
seven color pages in Life, Look and 
The Saturday Evening Post will 
highlight the campaign. Baby foods 
will be given special impetus each 
month with two-color ads in Ev- 
erywoman’s, Family Circle, Par- 
ents’ Magazine, Woman's Day, and 
ten baby publications. 

A special outdoor campaign will 
be launched in February, with 
showings scheduled in 879 cities. 
An overlay reminder miniature 
will be carried on all of these 
posters in March to continue the 
Value Parade fanfare. 


s The Heinz radio show, “Ozzie & 
Harriet,” heard weekly over 286 
American Broadcasting Co. sta- 
tions (Fri., 9-9: 30 p.m., EST), will 
continue to feature the company’s 
condensed soups, but during the 
1l-week period of this promotion 
will tie in with Value Parade store 
activity. 

Newspaper advertising will be 
carried in 843 papers, and 393 of 
these will carry ads in two colors. 
Heinz’ “Tomato Man” will be fea- 
tured in both newspaper and out- 
door advertising, as well as in the 


display material furnished to 
stores. 
Dealer mats, center banners, 


window posters, over - the - wire 
hangers and shelf talkers also will 
be made available to merchants 
who want to set up a store-wide 
display. 

Special 24x37” window posters 
have been prepared to help grocers 
boost meat and fresh produce sales. 
One reads “Top-Grade Meats at 
our Low Prices,” and allows suf- 
ficient space for the dealer to fea- 
ture his specials. The produce 
poster is similarly designed. 

Maxon Inc., Detroit, handles the 
account. 


Two Join ‘Good House’ 


Michael J. Jackson, formerly ad- 
vertising and sales promotion 
manager of the Kelvinator divi- 
sion of Nash-Kelvinator Sales 
Corp., has joined the eastern ad- 
vertising staff of Good Housekeep- 
ing, New York. Geoffrey A. Cook, 
formerly advertising director ot 
the appliance division of Deep- 
freeze Co., has been named to the 
western advertising stafi. 


Lace Institute Ups Budget 


As part of its increased budget, 
the Lace Institute, comprised of 
American lace manufacturers and 
importers, will take full-page b&w 
ads in Harper’s Bazaar, Simplicity 
Pattern Book and Vogue, as well 
as in business papers, to promote 
the sale of lace garments and gar- 
ments that utilize lace in their de- 
sign. Lester Harrison Inc., New 
York, carries the account. 


AFRICA 


—the world’s biggest potential 
market. Just published, of im- 
mense value to industrialists, exec- 
utives, advertising agents and ex- 
porters THE AFRICAN PRESS 
AND ADVERTISING ANNU- 
AL, 1950 issue. 

372 pages well illustrated, of 
up-to-date facts, concerning 28 
African territories from the Union 
of South Africa to Egypt. Price 
$3.50 post free from the Publish- 
ers,604 Boston House, Cape Town, 
South Africa. 


Appoints Davis Agency 

Aerated Products Co., Los An- 
geles, marketer of Instant Whip, 
has appointed Davis & Co., Los An- 
geles, as its agency. Television is 
now being used. 


Monroe Named Mathes V. P. 

Arthur F. Monroe, director of 
the public relations and publicity 
division of J. M. Mathes Inc., New 
York, has been named a vice-pres- 
ident of the corporation. 


Appoints Gray & Rogers 

Beryllium Corp., Reading, Pa., 
has appointed Gray & Rogers, Phil- 
adelphia, as its agency. Design, en- 
gineering and safety publications 
will be used. 


‘Star’ Becomes Daily 

Star, Meriden, Conn. which 
started as a weekly June 15, 1950, 
has become a daily afternoon news- 
paper. It will be published daily 
except Saturdays and Sundays. 
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it takes and makes a beiter impression 


for offset printing. Its surface- 

sized, fuzz-free finish brings out 

the true beauty of color... 
leap to life. Whether you print offset, 
lithography or sheet-fed gravure . . . 
Ticonderoga Offset you're always sure of 
finest performance. For your next job... 

. specify Ticonderoga Offset. 


International Paper Company, 


remember . . 


220 East 42nd Street, 


New York 17, N. Y. 


@ No wonder Ticonderoga Offset 


is called America’s best paper 


makes layouts 
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INTERNATIONAL PAPERS 
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for printing and converting 
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Vantage Press Names Jay Sets Children’s Wear Drive 
Edith Jay, formerly circulation| Simon & Mogilner Co., St. Paul,} Frank N. Kelly, assistant trea- 
manager for Travel, has joined| manufacturer of Plapet children’s} surer of the Electric Boat Co., also 
Vantage Press Inc., New York, as clothing, will use magazines and | has been appointed manager of the 
sales promotion manager. business papers in its spring pro-| printing machinery division. He 
motion. Ads will emphasize the| has been associated with the com- 

h | importance of height, weight od | amd since os Peter Rice, who 
i i waist measurements rather than/|has directed sales in the eastern 
Sick. of Bum Art, igh prices? | age in the fitting of children’s ap- area, has been named general sales 
~ covering every need, beforeyouand | Parel, and will carry the campaign | manager of the printing division. 
= < pa oa 3100 for those “ae use. | theme, “Which Child is 5 Years|He has been with the company 
* SY 5 S\\ Easy (0 use, limited to recognized Old?” Children, all five years old,| since the formation of the division 
( Pagencies, editors & Ad Mers but of varied builds and heights,| and before that was associated 

“Write today for free brochure 


ppread 4000 new, top-quality spots, | 


4 
¢ 


STIVERS STUDIO & Jacobs, Minneapolis, is the agen-| Grinnell Litho and Industrial Lith- 


Heads Printing Machinery Unit) 


PR Group Elects Smith 

John N. Smith Jr., advertising 
and promotion manager of the Bu- 
reau of National Affairs Inc., has 
been elected president of National 
Capital Forge of the American 
Public Relations Assn. Other of- 
ficers are: Vice-president, John T. 
O’Brien, director of information 
of the Office of the Housing Ex- 
pediter; secretary, Howard P. Hud- 
son, liaison officer of National 
Planning Assn., and _ treasurer, 
Frances P. James, assistant secre- 
tary of the American Dental Trade 


Ppt het) 
af will be pictured in the ads. Bozell| with Brett Lithographing Co., 
? © Bos 3684 + 


Sen Francisco 19, Colifornio CY. 


ographic Co. 


Assn. 
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Wraex you choose the right paper for any 
printing job you add extra quality to the fine art and 
typography which carry your selling message. That’s 
why Oxford Papers can help you to increase sales for 
sewing machines, silverware, or any other product, 
because they add greater effectiveness to the printed 
material you produce or buy. There is an Oxford 
coated or uncoated grade to meet your every require- 
ment—each one is produced with all the skill and 
craftsmanship inherent in over fifty years of fine 
paper making experience. Specify Oxford for your 
next brochure, label, box-wrap, catalogue or direct 
mail piece, and see for yourself how much you save 
from finer press performance—how much you gain 
from Oxford quality. 


Oxford Papers 
Are Good Papers to Know 


Whether the job calls for letterpress, 
offset, lithography, or rotogravure, 
you can be sure of an Oxford grade 
that’s right for your needs—right in 
printability, right in pressroom econ- 
omies. Here are six Oxford grades it 
pays to remember—and use: 


POLAR SUPERFINE MAINEFLEX 
ENAMEL ENAMEL 
MAINEFOLD  CARFAX ENGLISH 
ENAMEL FINISH 
ENGRAVATONE DUPLEX 
COATED LABEL 


. * 7 


Your Oxford Paper Merchant 


Is a Good Man to Know 


The service of your Oxford Paper Mer- 
chant is as dependable as the fine 
papers he carries—and you can find 
it a practical help in your business, 
too. Fe knows paper, to be sure, and 
makes a business of prompt service. 
In addition, his experience with the 
problems of paper users can often 
spark suggestions that can save you 
time, worry and dollars as well. There 
is an Oxford Paper Merchant near you 
in ary of 68 principal cities from coast 
to coast. Get in touch with him today 
and ask for a copy of the helpful 
Oxford Paper Selector Chart, or write 
direct to us. 


Oxford Paper Company 
230 Park Avenue, New York 17, N.Y. 
Oxford Miami Paper Company 
35 East Wacker Drive, Chicago 1, Iil. 


MILLS AT RUMFORD, MAINE 
AND WEST CARROLLTON, OHIO 


Advertising Age, January 8, 1951 


College Ad Courses 
Show 56% Increase, 
AFA Book Reports 


New York, Jan. 3—Degree- 
granting institutions offering 
courses in advertising, marketing 
and public relations have increased 
by 56%, and the number of col- 
lege course listings and hours of 
instruction in these subjects has 
doubled in the past five years. 

These statistics are contained in 
the “Directory of Advertising, Mar- 
keting and Public Relations Educa- 
tion in the United States,” a $3.50 
| volume published by the bureau of 


| research and education of the Ad- 


vertising Federation of America. 

The new directory, compiled un- 
der the supervision of Donald W. 
Davis, professor in charge of ad- 
vertising instruction, department 
of journalism, Penn State College, 
lists 819 degree-granting institu- 
tions offering degree-credit courses 
in advertising, marketing and pub- 
lic relations. In 1947, when the 
AFA made a similar study, there 
were 524 degree-granting institu- 
tions in this category. 


@ The directory indicates there are 
6,728 individual course listings for 
195l1—an increase of more than 
100% over the 3,357 listed in 1947. 
The 403,680 semester class hours 
of instruction show an increase of 
101% over the 1947 total of 200,- 
480 hours. 

According to Prof. Davis, the re- 
cent expansion of higher educa- 
tion instruction in these fields is of 
a permanent nature. He added that 
further expansion is in sight— 
barring possible military require- 
ments. He pointed out that despite 
the fact advertising and market- 
ing education was accelerated dur- 
ing the postwar years, mostly by 
the influx of veterans, education in 
these fields is still not fully abreast 
of the important and responsible 
functions they play in America’s 
economic and social life. ° 


Barnes & Reinecke Division 
to Be Run Independently 


Barnes & Reinecke Inc., Chicago, 
has announced that its product 
styling division has been separated 
from the parent company and has 
become an independent organiza- 
tion. David Painter, James Teague 
and Victor Petertil, formerly heads 
of that division, have formed the 
partnership of Painter, Teague & 
Petertil, taking over the product 
styling division. They will con- 
tinue activities in product and 
package design at 230 E. Ohio St., 
Chicago, headquarters of Barnes 
& Reinecke. 

Barnes & Reinecke will continue 
as an engineering concern, offer- 
ing product development, research 
and model making services. 


Form Newspaper Group 


Formation of the Middle Atlan- 
tic Newspaper Conference has been 
announced by its chairman, Karl 
H. Thiesing, executive secretary of 
the New York State Publishers 
Assn. Members of the conference 
include the Pennsylvania Newspa- 
per Publishers Assn., the New Jer- 
sey Press Assn., the Publishers 
Bureau of New Jersey, New York 
State Publishers Assn. and the 
New York Press Assn. David J. 
Winkworth, manager of the Pub- 
lishers Bureau of New Jersey, is 
secretary of the new group. 


@ Now reaches 70,196 
hotels and restaurants: 
throughout America . . 

(See Standard Rate & Data Service) 

20 W. CARROLL ST. MADISON 3, WIS. 
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Idevertisement No.1 


—that tell their own stories 


{| From an advertiser 


ee 
+ « « you came out on top of all other publications 


. « . and we were amazed to find how many presidents 


bb) J 
Signed the coupon... 


Schedule also included magazine “B,” magazine “C,” magazine “D.” | 


¥ From an advertiser 


ee 
. . . the last two advertisements in U.S. NEWS & WORLD 


REPORT brought a very satisfactory number of inquiries 


99 
-- and the cost per inquiry was lower than magazine ‘B’ 


From an advertiser 


ee 
... U.S. NEWS & WORLD REPORT .. . produced the lowest 


inquiry cost of any magazine in the horizontal field... . se 


Schedule also included magazine “B,” magazine 
“C,” magazine “D,” magazine “E,” magazine “F.” 


And that’s not all by a long shot . . . If you are interested in seeing more, just drop us a line 
on your company stationery and one of our representatives will take care of your request. 


WASHINGTON 
Jee Circulation gvarantee 350,000 


: v. Se News & World Report: 


* USEFUL NEWS FOR IMPORTANT.PEOPLE * 
Read for a purpose—by more than 1,200,000 intelligent men and women in 339Q00 homes 
“$400,006 
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R&R’s Coghlan Wins November Cosmo-Quiz 


New York, Jan. 2—Reginald V. 
Coghlan, an executive in the Chi- 
cago office of Ruthrauff & Ryan, 
won the first prize in the Novem- 
ber Cosmo-Quiz contest sponsored 
by Cosmopolitan. 

R. W. Welch, merchandising di- 
rector of McCann-Erickson, New 
York, and Lee R. Sanborn Jr. of 
Fuller & Smith & Ross, New York, 
are second and third place winners, 
respectively. 

Mr. Coghlan received a Martin 
“60" outboard motor; Mr. Welch 
won a 34-piece set of sterling silver 
tableware, and Mr. Sanborn won 
a Zenith portable radio. 

These three winners, together 
with the trios winning the Septem- 
ber and October contests, will be 
eligible for grand prize considera- | 
tion. Selection of the three grand | 
prize recipients will be made from 
among the monthly winners by a 
volunteer judges’ panel of three 
prominent advertising executives, 
at a luncheon at the 21 Club here 
on Jan. 10. 


| 
| 


What 7? 
THE | 
MARSTELLER 


0} 


wr ; i } 


; 


; , 

| The Marsteller Co. is a new marketing 
) consulting organization. From it you 
} can buy only two commodities— 


i Ideas 
i Facts 


Both highly perishable; both often 
difficult to come by. 


ae 


Those of us who are The Marsteller Co 
are, by some standards, rather young. 

» Young enough, anyway, to have some 
ideas that haven't been trampled to 
death by superstition or tradition. 
Young enough, also, to believe chat 

| there are lots of new ideas in marketing 

* yet to be profitably explored. 


Yet, we've been around long enough to 
pile up good deal of experience 
selling, promoting, advertising and 
enalyzing a wide variety of products 
and markets. 


Perhaps that's why, even before we 
opened our doors, we had been hired 
by some successful and well-known 
manufacturers, advertising agencies and 
publishers co feed them marketing 
ideas and to isolate marketing facts 
about their businesses. } 


We have no geniuses. 


We do have some hard workers, who 
can spend as much time—uninterrupted | 
by the thousand business details that } 
plague you—as you want working on 
and thinking about the marketing and 
. promotion end of your business. 


Out of that usually come some valuable 
ideas and dependable facts. 


Would you like to talk about it? 


THE 
MARKSTELLER 


S Oo . Marketing Counsel 


612 NORTH MICHIGAN AVENUE 
CHICAGO 11, ILLINOIS 


\_ taeoteee Michigan 2-3919 


In addition to the three named 
above, the following are eligible 
for grand prizes: 

Louis B. Jurgens, assistant ad- 
vertising manager, Andrew Jer- 
gens Co., Cincinnati; Murtha M. 
Wintermeyer of Marshal’ Field & 
Co., Chicago; Jean W. Knapp, wife 
of the assistant advertising man- 
ager of Alcoa Steams. ip Co., New 
York; H. J. Lang, president, Lang, 
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Fisher & Stashower, Cleveiand each entry was a 25-word state-| Two Name Picard Agency 


agency; Marian R. Powell, wife of 


ment telling why the contestant 


Kenyon Transformer Co., New 


an executive of N. W. Ayer &/| enjoyed reading Cosmopolitan and York, and American Air Service 
Son, Philadelphia; and Raleigh E. a checked list of answers to 15 Inc., Charlotte, N. C., have named 
Ross, account executive in the questions about the magazine’s edi- Picard Advertising Co. to handle 
Chicago office of Albert seeeendll henna content. 


Guenther Law. 

Contestants in the monthly con- | 
tests, limited to employes of na- | 
tional advertisers or accredited ad- | 
vertising agencies and members of 
their immediate families, submit- 
ted a total of 2,986 entries. With 


Appoints Morrison Agency 

Schaefer Brush Mfg. Co., Mil- 
waukee, has appointed Morrison 
Advertising, Milwaukee, as _ its 
agency. Trade publications and 
direct mail will be used. 


their advertising. 


PR Group Names Wiant 

The Detroit chapter of Public 
Relations Society of America has 
elected Thoburn Wiant, public re- 
lations director of Young & Rubi- 
cam, Detroit, as president. 
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776,700 TV Sets in Chicago 


The Electric Assn., Chicago, re- 
ports that as of Nov. 30 there were 
776,700 TV receivers installed and 
in use in the Chicago area. This 
represents an increase of 39,293 
sets over the Oct. 31 total, the as- 
sociation reports. 


Conlan Moves Offices 

Robert S. Conlan & Associates, 
Kansas City, Mo., radio audience 
surveys, has moved from 928 Main 
St. to 1703 Wyandotte. 


Superba Cravats Names Two Radio's Gross Income Up 5.4% in 1950: NAB 


Mitchell C. Jossem, advertising 
manager of Superba Cravats, 
Roehester, N. Y., has been named 
vice-president and advertising di- 
rector. Larry Cohn, Cleveland rep- 
resentative, has been named assist- 
ant general sales manager. 


Seelig Resigns 2 Accounts 

Seelig & Co., St. Louis agency, 
has resigned the accounts of Hauck 
Bakeries Inc. and Yur-Favorit 
| Cake Co., both in St. Louis. 


WASHINGTON, Jan. 2—Estimated 
gross income of radio broadcasters 
in 1950 was $448,200,000, up 5.4% 
over 1949 income. : 

The estimate, made by Dr. Ken- 
neth H. Baker, director of research, 
National Assn. of Broadcasters, is 
based largely on returns to a ques- 
tionnaire to a “sampling of the in- 
dustry.” 

The NAB report estimates na- 


NAB’s breakdown (1949 fig- 
ures are those of the Federal Com- 
tional spot business for radio sta- munications Commission ) 
tions rose 11.4% from $108,300,000 


1950 Cha 
in 1949 to about $120,700,000 last | ystions! ” - 
year. Local retail business was up| _ Networks $128,903,467 $124,688,000 —3.3 
about 7.8%, regional accounts —, 5.994.858 600,000 +84 
brought in 8.4% more and network | National anaes wena 40s 
: : ~ Spot 108,314, , + 
time sales were down 3.3%, it is Retait 182.144.3501 196,350,000 +78 


estimated. The latter barely ex-| yor;  $425,357,133 $448,198,000 +54 
ceeded national spot in 1950. Dr. Baker points out that the 

Gross revenue for TV is pre-| $4,000,000 loss from national net- 
dicted at $70,000,000 to $80,000,000. work volume was more, than made 
up by the rise in national spot 


Manchung Tome... 


into the hearts of a great magazine audience 


AAs first Johnny was only a fiction character —a small boy created by 
Gladys Hasty Carroll for a Country Gentleman short story. 


But when Country Gentleman took him into readers’ homes, it took him 
right into their hearts. They wrote emotional letters from all over the 
country to astonished editors who know fan mail for fiction is real news. 
And—even more surprising—readers requested reprints in the hundreds. 
What brought such response to “just a piece of fiction”? Two things . . . 


First. it was a good story. Country Gentleman buys only top-flight fietion 
—written by the nation’s ablest authors—and illustrates it with the work 
of America’s foremost artists. 


Second. it was published by one of America’s biggest and best-read maga- 
zines, as recently revealed in the most penetrating study of farm magazine 
readership ever made. Depth interviews with both men and women 
showed why Country Gentleman is . . 


FIRST WITH FARM FAMILIES 
They spend more time reading Country Gentleman and return to it 
more often. 
6 out of 10 families get useful farming ideas from it, and over 64% 
of these recalled specific ideas. 
Women in 6 out of 10 homes get useful homemaking ideas from it, 
and over 3 out of 4 of these recalled specific ideas. 
96.2% of families read the advertising in Country Gentleman, 3 out 
of 4 families get buying ideas from it, and over 3 out of 4 of these 
recalled specific ideas. 
Both men and women readers like Country Gentleman better than 
any of the other big farm magazines. 


Good fiction in Country Gentleman—four times more than any other farm 
magazine — is one reason for these important facts... and one reason why 
Country Gentleman stands Ist among farm magazines— 12th among all 
magazines—in advertising revenue, 
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| good mystery story like The Clue 
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volume to stations. 

It is predicted that the “over-all 
profit margin, before federal taxes, 
again will be close to the 15% of 

-| 1949.” 

Highest percentages of increase 
in national spot business were re- 
ported by stations in the New Eng- 

/ land and west north central areas 


WBET Joins Progressive 

| WBET, Brockton, Mass., has 
| signed an affiliation contract with 
| Progressive Broadcasting System 
|The station operates daytime on 
| 1,000 watts. 
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READERS LIKE FICTION 
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' “We do like it so much—enj 

‘ > — joy 
reading out loud all its pm 4 ' 
Wish we might have another 3 


of the Screaming Woman.” 
—Mrs. C. B. F., Stafford, Conn. 


"TL appreciate Country Gentieman 
) for its cleanness in fiction and 
the high tone of its articles and 
the helpfulness in general.” 


—Mr. E. kk & Lisbon Falls, Me. Minimil: ; 


Morning 
© 


“LT am renewin 

' & because ¢ 
Louise Dickinson Rich's ae 
T hope there are more.” 


—Mr.R.H.L., Oro Grande, Calif. 


oe a ae 


“It is better and better reading 
and art, each succeeding issue 
better than the last.” 


—Mrs. J. W.C., Woodland, N. C. 


"I do not want to miss any issue 
because | am enjeving the new 
serial which began in the Sep. 4 
tember number.” | 


—Mrs. A. B. S., Meriden, Conn. 


*% 100% Coverage of America’s 
13th city in Buying Income Per 
Family. 

% 53% Coverage (White Families) 
of the prosperous 33 county Gold- 


"I would like to read a Se ‘pio en Belt of the South. 


Mather story in every issue.” 


—Mr. J. H. B., Stanton, Neb, *% Intense Urban-Rural Coverage 


of The BIG THIRD of The South's 
No. 1 State .. . 
one low cost. 


11 3,277 Morning 
11 6,91 O Sunday 


(Publisher's Statement, 9 36 30) 


without waste at 


Read more, used more, liked more 
by 2,300,000 prosperous families 
throughout Rural America. ; 


. Tre Rabigh 
News and 
Observer 


RALEIGH, N.C. =#>¥ 


The ONLY Morning - add Sunday Newspaper 
Published in The Golden Belt of the South 


REP: THE BRANHAM COMPANY 
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Mut “Lomi 
* Merchandising spirit of the Pasadena Star-News. 


* Builder of Enthusiasm among Retail Store per- 
sonnel. 


* Winner of the 1950 California Newspaper Adver- 
tising Managers Association First Place Trophy for 
the best merchandising service to National Adver- 
tisers by a California Newspaper of over 10,000 
circulation. 


LEMMIE DUITT has a “Tailor Made Plan” that will 
sell your product in Pasadena and the 
rich San Gabriel Valley. 


PASADENA 


ISTAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


Camels Is Leading 
Cigaret, But Small 
Brands Make Gains © 


New York, Jan. 3—The top 
three brands of cigarets no longer 
dominate the U.S. as much as they 
have in the past. 

That’s the finding of Walter E. 
Knight, University of Louisville 


| “expert on industry trends,” quoted 


in Business Week. 


R. J. Reynolds Tobacco Co.’s 


Est. 

Brand and Manufacturer 1949 
Camels (Reynolds) 97.0 
Lucky Strike (American Tobacco) 94.0 
Chesterfield (Liggett & Myers) 58.0 
Philip Morris .... sine 32.0 
Pall Mall (American Tobacco) 18.0 
Old Gold (P. Lorillard Co.) 17:5 
Kool (Brown & Williamson) . 7.5 
Raleigh (Brown & Williamson) 7.0 
Tareyton (American Tobacco) 5.5 
Viceroy (Brown & Williamson) 08 
Parliament (Benson & Hedges) 0.6 
Wings and Avalon (B&W) 10 
Marvel (Stephano Bros.) 10 
All Others ee 19 
Total 351.8 
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Getting the Facts from Forbes is a primary essential 
in getting more impact for your money in all your 
printed merchandising. That goes for runs of any 
length, involving production only or creation- 
plus-production. Forbes Facts derive from unique 
facilities in lithography, letterpress, web gravure 
and die-stamping . . . all under one roof and one 
management control. Forbes’ long experience plus 
continuing studies of printed merchandising effec- 
tiveness are your further assurance of the best 
printing process for every job. To get the Facts from 
Forbes, call the Man from Forbes . 


job well done by this 3-piece * 


.. now! 


. 


SELLING FOLKS on the joys of moderi: air travel is a 


Welcome Aboard” dis- 


play for Trans World Airlines. Produced by Forbes in 6 
colors, it employs no less than 9 language changes to 
build business for TWA around the globe. Trans World 
Airlines’ art director is Rex Werner. 


FORBES LITHOGRAPH CO. 


NEW YORK * CLEVELAND * BOSTON © CHICAGO * ROCHESTER 


DELIVERS MERCHANDISING IMPACT 


with practically every type 


rinted merchandising 
g 


The list of Forbes customers reads like a comprehensive 
catalog of American industry, ranging from soft drinks 
to steamship lines, from perfumes to public utilities. It 
goes without saying that this widely varied experience 


of business that uses 


can be used to great advan- 
tage in merchandising your own produce. 


Advertising Age, January 8, 1951 


Camels, Mr. Knight reports, gar- 
nered 26.9% of national sales of 
cigarets last year, down from 27.6% 
‘in 1949. American Tobacco Co.'s 
Lucky Strikes had 23.8% of the 
total, down from a big 26.7% 
in 1949, and Liggett & Myers’ 
Chesterfields last year won only 
18% of the market, against 19.3% 
in 1949. Total of the “Big 3” brands 
was a mere 68.7%, against 73.6% 
in 1949, according to Mr. Knight. 


e This is Business Week's esti- 


mate of cigaret brand sales in 
1950, versus 1949 sales: 
Domestic Tax-Paid Sales Market Share 
(Billions of Cigarets) 
1950 % Change 1949 1950 
97.5 + 0.52 27.6% 26.9% 
86.0 — 851 26.7 23.8 
65.0 — 441 19.3 18.0 
40.0 +25.00 91 11.0 
23.0 +27.78 5.1 6.4 
19.5 +1176 5.0 5.4 
9.2 +22.66 21 2.5 
7.5 + 7.14 2.6 21 
7.0 +27.27 16 19 
12 +50.00 0.2 0.3 
1.0 +66.66 0.2 0.3 
08 —20.00 0.3 0.2 
0.7 —30.00 0.3 0.2 
3.7 +94.74 0.5 10 
362.1 +293 1000 100.0 


Business Week's report last week 
emphasized that a “king-size” cig- 
aret (Pall Mall) had finally taken 
over fifth place (out-ranking Old 
Gold); that the “Big 3” share of 
the total U.S. market had come 
down from 84% in 1947 and 80% 
in 1949 to 77% in 1950; and that 
postwar unit sales of the cheaper 
brands had been “prosperity cas- 
ualties”—sales of several dropping 
as much as one-half. 


@ Other points made in the BW 
article: 

Cigaret sales increased for the 
lith year in a row. 

Camel’s list price has been 3¢ 
per 1,000 below other leaders; it 
“maintained a balanced ratio be- 
tween sales and advertising costs.” 

Luckies’ loss was made up, for 


| American Tobacco, by Pall Mali 


and Tareyton gains. 

“Much of Philip Morris’ success 
came from an aggressive adver- 
tising and merchandising cam- 
paign. 

“Brown & Williamson credits 
Kools’ 22.6% gain to a valuable 
franchise in spot radio time built 
up over the last five years, plus 
animated spots on some 69 tele- 
vision stations. B&W’'s other cou- 
pon-backed brand, Raleigh, stead- 
ied after 1949's surge of 133%.” 


New York Television 
Time Costs Go Up Again 


Set off by WNBT, which an- 
nounced a new basic hourly rate 
of $3,100 for Jan. 1 some time ago, 
New York television stations are 
off on another round of rate in- 
creases. First to follow was WCBS- 
TV, now charging—as of Jan. 1— 
$3,250 for Class A nighttime, an 
increase of $750 over the former 
scale. Other time periods have 
been raised proportionally. 

Class A time on WABD, now 
priced at $2,000, will cost $2,200 
as of Feb. 1. This is the DuMont 
station's first increase since April, 
1950. 


Signs Radio, TV Series 


Mutual Benefit Health & Acci- 
dent Assn., Omaha, will sponsor 
“On the Line with Bob Considine,” 
beginning Sunday, Jan. 21, on the 
full 166-station NBC radio net, 
2:30-2:45 p. m., EST, and on NBC’s 
TV net, 2:45-3 p.m., EST. The 
present schedule calls for 52 weeks 
on radio and 39 on TV, and may 
be expanded to 52 weeks on TV 
The insurance company will con- 
tinue its present monthly series of 
public service ads in The Saturday 
Evening Post. Bozell & Jacobs, 
Omaha, is handling radio, TV and 
magazine schedules. 


Sponsors Tusher Show 

On Jan. 7, Yami Yogurt Distrib- 
utors, Los Angeles, began sponsor- 
ship of “William Tusher in Holly- 
wood,” film commentary heard on 
ABC Pacific and Mountain sta- 
tions, Sundays from 8:45 to 9 p. m. 
over KGO, San Francisco. Hal 
Stebbins Inc., Los Angeles, is the 
agency 
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Formfit Co. Plans 
20% Increase in Ad 
Budget During 1951 


Cuicaco, Jan. 3—With an in- 
crease of 20% in advertising ap- 
propriation, Formfit Co., founda- 
tionwear manufacturer, has 
planned the largest promotional 
year in the company’s history for 
1951. 

Newspaper ads are scheduled 
from February through June in 
224 papers throughout the country. 

Magazines to be used include 
Charm, Coronet, Cosmopolitan, 
Glamour, Good Housekeeping, 
Harper’s Bazaar, Holland’s, House- 
hold, Ladies’ Home Journal, Life, | 
Look, McCall’s, New York Times 
Magazine, Photoplay, The Satur- 
day Evening Post, Senior Prom, 
Seventeen and Vogue. 


@ Point of purchase materials to 
be furnished dealers include coun- 
ter and window display cards, 
show casers, fitting room cards and 
merchandise inserts. 

MacFarland, Aveyard & Co. han- 
dles the Formfit account. 

Formfit has issued a new bro- 
chure, “How to Make Every Month 
a Red Letter Month,” in which it 
Says corset departments are prone 
to make three common errors in 
merchandising. 

The three errors—often the re- 
sult of unplanned programs—are: 
(1) a tendency to “bulk” corset 
advertising in one or two spring 
and fall months, whereas corset 
department sales fluctuate little 
from month to month; (2) a tend- 
ency to over-promote_ certain 
items, and (3) the promotion of 
bras in months when it would be 
more profitable to promote foun- 
dations, and vice versa. 

Formfit’s brochure outlines a 
planned spring advertising pro- 
gram which accents the best sales 
opportunities each month, so that 
corset departments can “meet their 
markets with the right merchan- 
dise and promotion at the right 
time.” 


e During February, Formfit sug- 
gests, stores should advertise bras 
and girdles, since these items ac- 
count for more than 80% of the 
average corset department’s total 
volume, according to a recent) 
check of sales trends. 
In March, Formfit advises re- 
tailers to advertise bras and light- 
weight garments for teens and jun- | 
iors. More one-piece foundations 
are sold in April than in any other | 
month but one, hence the company | 
suggests promoting them in con-| 
nection with spring wardrobes. | 
Bras and girdles again are recom- | 
mended in May and June. 


‘Forecast’ Names Edna Phillips 

Edna Phillips, formerly space) 
representative for Women’s Wear 
Daily, has been named to the ad- 
vertising sales staff of Forecast for 
Home Economists, published by 
Forecast Publishing Co, New) 
York. 


Jcins Frontenac Breweries 


Frank R. Quinn has been ap- 
pointed Ontario sales manager of 
Frontenac Breweries Ltd., Montre- 
al. He will supervise sales of the 
company’s White Cap ale and Blue 
Label lager divisions. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door iting boom known 
as DIRECT SELLING —is building 


tion. Direct ——- fully ex 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 
Dent. A—48, 28 


E. Jackson Bivd., Chicago 4. Ii! 


LUNCH FOR 14—Glenn Gundell (seated, third from right), advertising and sales 
manager of the National Dairy Products Corp., is the guest of radio men at a spot 
TV clinic luncheon held at the Biltmore, New York. Seated, left to right: Scott Donahue, 
The Katz Agency; Dan Schmidt, George P. Hollingbery Co.; Norman Farrell, Weed & 


oe ae) 


Co.; Mr. Gundell; Al Goustin, John Blair & Co.; John Wade of Avery-Knodel Inc. Stand- 
ing: Robert McNamara and Jack Brooke of Free & Peters; Keith Dore, Headley-Reed 
Co.; Don Kearney, Katz Agency; Jerry Lyons, Weed & Co.; Lovis Moore, Robert Meeker 
Associates; Thomas White, Avery-Knodel; John Porterfield, Poul H. Raymer Co. 


There’s an inner sense of satisfaction when you travel 
first class ...riding the top planes and trains... rubbing 
elbows with people who are ‘‘up there” too. Advertisers in 


practical builder 
and prestige. They know the 


every page of t 


you’re in! Want a through ticket to the light construction 


industry? Any PB represe 


OD INDUSTRIAL PUBLICATIONS, INC., CHICAGO 


y're traveling first class 


e way. They know when you're in PB... 


have this same feeling of pride 


tative will be glad to book you. 
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that the state’s highest court is ex- 
pected to rule on its legality in 
1951. A circuit court decision ear- 
lier this year which found the fair 
trade act unconstitutional is being 
appealed. 

Highlights of the bureau’s edu- 


Dargavel Recites 
Fair Trade Gains 


New York, Jan. 3—During 1950 
“the most significant gains since 
the depression” were scored by 
voluntary fair trade laws despite cational efforts during the past 
growing pressure on consumef| year included distribution of 300 
prices caused by inflation, accord-| program packages to state and 
ing to Dr. John W. Dargavel, chair- Jocal trade associations supporting 
man of the Bureau of Education on | ¢ajr trade; publication of a cartoon 
Fair Trade, in a year-end summary) hook for distribution by retailers 
in the bureau's “Fair Trade News- 


; | to their customers; an series 0 
letter.” Dr. Dargavel is also execu- | da es of | 


six advertisements addressed to 
publishers and editors. 

In addition, more than 100 news 
releases were sent to newspapers 
and to 110 business publications in 
13 industries, to 1,066 radio news 
programs, and 450 national, state 
and local associations. 


‘Inquirer’ Names Neil 

George M. Neil, business man- 
ager of the Philadelphia Inquirer 
since 1947, has been named general 
manager of the Triangle Publica- 
tions paper. 


Leckie Joins ‘Household’ 


John T. Leckie, formerly ac- 
count executive of Foote, Cone & 
Belding, and one of the origina- 
tors of Vitamins Plus, has joined 
the New York staff of Household, 
a Capper publication. 


Gets Cohama Fabric Account 
Walter McCreery Inc., Beverly 
Hills, Cal., has been named to han- 
dle the West Coast advertising of 
Cohama fabrics, a division of 
ae Merchants & Manufacturers 
ne. 


Advertising Age, January 8, 1951 


Renames Ned Brydone-Jack 


Ned Brydone-Jack, Los Angeles, 
will represent the new Hunting & 
Fishing on the West Coast. He also 
represented Hunting & Fishing be- 
fore the merger with Outdoors- 
man. 


McNoldy Joins Swink Agency 

James McNoldy, formerly radio 
and publicity director for Kane 
Advertising, Bloomington, IIl., has 
joined the creative department of 
Howard Swink Advertising Agen- 
cy, Marion, O. 


of Retail Druggists. } 
In the legislative field, he says, | 
“not a single repeal bill in any 
state legislature got to first base,” 
and in the legal field “court ap-| 
proval of fair trade was evident in| 
a number of favorable decisions. 
“As inflationary pressures mount 
dangerously,” Dr. Dargavel says, 


to make fair trade an innocent 
scapegoat for high prices. It is im- 

} perative to etch in the public mind 
the true facts concerning fair 
trade’s record in resisting infla- 
tion.” 


e@ Citing the results of extensive 
research, he notes that fair trade 
‘ prices in the drug industry rose 
sts. only 3.1% from 1939 to 1947, while 
; food prices soared 93% and the 
over-all cost of living climbed 
~f 59%. 
Another study conducted by the 
ureau three months after the 
orean crisis found that 87% of 
anufacturers in industries prac- 
icing fair trade reported no price 
ises of their fair-traded products. 
“Subsequent increases in the 
ysts of materials and labor have 
tered the situation,” Dr. Dargavel 
rites, “but I am satisfied that 
ch increases as have been ef- 
cted are far less than in other 
»lds.” 
Five efforts to repeal state fair 
ade laws, which a total of 45 
tes have enacted, were defeated 
withdrawn in 1950, the sum- 
ary notes. 


Of far-reaching importance 
ere decisions of the Tennessee 
d Mississippi supreme courts 
holding the constitutionality of 
ate fair trade laws. These became 
e 17th and 18th high state courts 
do so, Dr. Dargavel says. 

Referring to the status of the 
orida fair trade law, he notes 


Promoted by AVC 10 


Harry. E. McCullough has been pro- 
moted to manager of the radio and 
television sales section for the Crosley 
Division of the AVCO Manufacturing 
Corp., Cineinnati, Ohio, manufacturers 
of radios, television sets and home ap- 
pliances. Like most other men who 
are getting ahead in’ business, Mr. 
McCullough is a regular Wall Street 
Journal reader. 
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Jam Handy Transfers Adams 

Keith Adams, with Jam Handy 
Organization, Detroit, for 13 years, 
has been transferred to the Chicago 
office where he will maintain liai- 
son between the Chicago and De- 
troit production offices. 


McCarthy Named Sales Mgr. 
Joseph I. McCarthy, formerly 
sales manager of the Douglas Re- 
tail Store division, has been ap- 
pointed sales menager of Sundial 
Shoe Co., Manchester, N. H., a di- 
vision of International Shoe Co. 


Glenn Agency Names Wilcox | Only 2% of Americans Say Big Corporations) *"urases: (2) They should be 
Should Be Broken Up, Surveyors Report 


Ward M. Wilcox, formerly 
ecutive vice-president of Thomas 
F. Conroy Inc., San Anto 
been named new business po ad 
count executive of Glenn Adver- 
tising, Fort Worth. 


To Guild, Bascom & Bontfigli 

Guild, Bascom & Bonfigli, San 
Francisco, has been named to han- 
dle the advertising of Corn Belt 
Hatcheries, Joliet, Ill. Direct mail, 
farm papers and dealer E eee 
tive advertising will be used 


New York, Jan. 3— Three- 
fourths of the American public 
doesn’t share the federal govern- 
ment’s apparent fear of large com- 


| panies, believing the companies 


should be encouraged or let alone. 

This finding was made in two 
surveys in which 7,500 persons 
were interviewed in 124 cities and 
towns. In the surveys—one in Oc- 


tober, the other in November— 
124 psychologists associated with 
Psychological Corp. asked a series 
of questions about 18 of the largest 
companies in the U. S. Then this 
was asked: “Which of these four 
statements most nearly says what 
you yourself believe about big 
companies like these we have been 
talking about? (1) They should be 


WORKHORSE OF INDUSTRY... 


This little miracle of efficiency runs for years without attention . . . 


has only one moving 


part. Its granddaddy was a ponderous bi-polar Percheron that weighed hundreds of pounds 


and cost hundreds of dollars more for the same horsepower. Today, you can buy modern 
3-phase induction motors that operate safely in dusty, dirty, even explosive atmospheres. 


Physicists, chemists, metallurgists, electrical and production engineers, designers, 


machinists . . . 


little workhorse of industry. 


AMERICA WORKS LIKE THAT... 


Pulling together toward a worth-while goal is a work method uniquely American. Here, 
every art, every science, every human skill has the incentive and the opportunity to add its 
bit of invention or insight to the greater whole. 


America can work like that because it has an all-seeing, all-hearing and reporting 
Inter-Communications System. 


THE AMERICAN INTER-COM SYSTEM... 


Complete communications is the function, is the unique contribution of the American 


business press . . 


work areas of men who want to manage better, design better, manufacture better, 
research better, sell better. 


No country, or combination of countries in the world . 


in size, character, or ability to serve, with that of America... 


WHY WE HAPPEN TO KNOW... 


The McGraw-Hill business publications are a part of this American Inter-Com System. 
As publishers, we know the consuming insistence of editors on analyzing, interpreting, 


reporting ... 


on developing universal acceptance of new ideas . 


. on making sure that 


specialized information reaches interested people quickly and regularly. 


As publishers, we know that people pay to subscribe to business publications for the sole 


purpose of listening in on units of the American Inter-Com System. 


As publishers, we make the advertising pages of our business publications available for 
your communications with the people who make up your markets. 


McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


HEADQUARTERS 


FoR 


susitnmess 


(werFoemmMatTricogns 


these and a thousand others have contributed to the breeding of this alert 


. a great company of specially edited magazines devoted to the specialized 


. . has a business press that can compare 


ty 


= FOR BUSINES. 


let alone; (3) They should be 
watched; (4) They are dangerous 
and should be broken up.” 


@ The responses: 
said they should be encouraged. 
said they should be let alone. 
said they should be watched. 
2% said they are dangerous and should 
be broken up 
14% were uncertain. 

There was no difference between 
the answers given by union and 
non-union families, according to 
the Psychological Corp. Both over- 

| whelmingly believe that large com- 
| panies should be encouraged or let 
| alone. 


Prints Art Pricing Guide 


| Art Directors System, division 
|}of Curry-Risley Advertising, 61 
| Whitehall St., New York, has pub- 
lished a 48-page book titled “A 
| Guide to Art Pricing,” which is 
available for $1. The book is in- 
tended as a guide for advertising 
agencies and art studios in estab- 
lishing a practical working system 
of charging for commercial] art. 


| Now Accepts Advertising 


The New England News Letter, 
monthly magazine published by 
the New England Council, Boston, 
since 1926, is now accepting adver- 
tising. The circulation of 9,000 cov- 
ers all the New England states, and 
in 1951 will include most of the 
prime contractors in the New Eng- 
land area. 


Gruen Watch Names McKeown 


assistant for Kroger Co., 
named retail promotion assis 
for Gruen Watch Co., Cincinna 


Wyatt Appoints Forrest 


Arthur L. Forrest has been 
pointed office manager of W 
Advertising, San Antonio. He 
| be responsible for production, t 
fic and general office procedur 


The rich QUAD-CITY market 
(Davenport, Iowa, Rock Island, 
Moline and East Moline, Illi- 
nois) will give you stepped up 
sales! 1950 Sales Management 
of Buying Power figures reveal 
total retail sales of $235,537,000 
» + « and remember Davenport 
has an average effective buying 
income per family of $6,123! 


PUNCTUATE YOUR SALES 
IN THIS 


RICH QUAD-CITY MARKET 
BY USING 


The Darmspeit 
a, 


The Only Newspapers with Home- 
Delivered Circulation on both the 


lowa and Illinois sides of the import- 
ant Quad-City market 


-baiuy wouet onl 


Jann & oh aggre Inc 
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Broadcast Audiences 
Gain, Hooper Reports 


C. E. Hooper Inc., New York, 
reports that 25 of the 33 television 
cities covered by the researcher 
had a higher average evening 
broadcast (AM plus TV) audience 
last November, than for any month 
previously in the 15 years Hooper 
has been counting listeners. 

The cities with the highest eve- 
ning sets-in-use (AM and TV) in 
November were: Pittsburgh, 46.3; 
Cleveland, 46; Milwaukee, 46; Phil- 
adelphia, 45.9; Buffalo, 45.5; Balti- 
more, 45.5; Cincinnati, 45.2; Min- 
neapolis-St. Paul, 44.3; Columbus, 
44.2, and Dayton, 43.8. 


World Video Names Two 


Arnold Michaelis, formerly ex- 
ecutive producer of World Video, 
New York, has been named presi- 
dent of the TV package company. 
Succeeding him as executive pro- 
ducer 
supervises “Celebrity Time” (B. 
F. Goodrich Co.) for World Video. 


Changes to Bresnick Co. 
Bresnick & Solomont, Boston 
agency, has changed its name to 
the Bresnick Co. Leonard Karsa- 
kov, formerly a senior art director 
for Grey Advertising Agency, New 


Lewin, Williams & Saylor Merge; 
Billings Will Exceed $4,000,000 


is Richard Lewine, who. 
New York, Jan. 3—A. W. Lewin, 


Co. and Williams & Saylor have 
merged as of Jan. 1. The consoli- 
dated agency will be known as 
Lewin, Williams & Saylor. 


| The combined staffs will occupy 


| the 19th, 20th and penthouse floors 
at 40 E. 49th St. about the end of 


York, has joined the company as| this month, when the Williams & 


art director. 


GLASS ADVERTISING DISPLAY PANELS 
Ceramic Decorations in Color + Half Tone or Line Drawings 
Permanently Fired in Glass - Convex and Bent Shapes 
High Production, Rapid Delivery - 
The Johnston Glass Co. Inc. 


Samples on Request, Dept. FET. 
Hartford City, Indiana 


Saylor organization will move from 
| 271 Madison Ave. 

| Officers of this new company 
| will be Ralph W. Williams, chair- 
man of the board; A. W. Lewin, 
president; Sidney Matthew Weiss, 
executive vice-president and treas- 
urer, and Max Green, Walter T. 
Pollock, Richard N. Gulick, Donald 
N. Waterbury, Leslie M. Kay and 


Leonard Newsteder, 
vice-presidents. 


corporate 


s Williams & Saylor was founded 
in 1921, and A. W. Lewin Co. in 
1936. Henry H. Saylor retired from 
the business in 1927. He is now 
living in Washington, D. C., and has 
no financial or other interest in 
the agency that bears his name, 
Mr. Williams told AA. Walter T. 
Pollock has been associated with 
Mr. Williams in the management 
of W&S since Mr. Saylor’s retire- 
ment. 

No major personnel changes in 
either company will be made as a 
result of the merger, AA was told. 
In addition to the officers, key 
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for Its Advertisers —It Can Sell for You! — 


39% 


Increase in Sales 


over a 2-year period 
for one Automobile Advertised in GRIT 


An Automobile advertised in GRIT shows this substantial increase in the GRIT Market. . . 


with more than 27,000 GRIT Families now owning this one make of automobile. 


GRIT reader-response to GRIT-advertised products shows a aigh record in many other cases, 
including a Truck, 27% increase in sales—a Spark Plug, § times more sales than any other 
hrand—a Gasoline, 41% increase in sales. 


Nearly three million weekly readers of GRIT, in 16,000 True Small Towns, express their 
preference for GRIT . . . as well as their confidence in GRIT-advertised products*. 


Larger than average, GRIT Families have dependable employment, spendable income. 


79% own Automobiles, 22% own Trucks, 81% buy Tires, 81% buy Spark Plugs, 79% buy 
Batteries, 84% buy Oil, 87% buy Gasoline, 77% buy Anti-Freeze. 


GRIT sells for its Advertisers . . . it can sell for you! 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 Circulation 


Lewin Williams 
members of the new organization 
will include the following: 

D. N. Waterbury, Leslie M. Kay 
and Kurt Josten, art directors; 
Harold Longman, copy chief; space 
and time buyers are Henry H. Dyr- 
sen Jr. and Robert Brenner, re- 
spectively. M. J. Osias will be traf- 
fic and office manager, and Lewis 
Leon will have charge of produc- 
tion. 


@ The branch office of A. W. 
Lewin Co. in Newark wili continue 
to be operated with its present 
personnel under the Lewin, Wil- 
liams & Saylor name, with Leon- 
ard Newsteder, who now heads the 
office, in charge as executive vice- 
president. 

Stock in the new company will 
be held by Messrs. Lewin, Weiss, 
Green, Williams, Pollock, Gulick, 
Waterbury and Kay. New capital 
has been placed at the disposal of 
the company, Mr. Weiss said, but 
he declined to say what the com- 
pany’s assets will be. 

Mr. Weiss said that the new 
company probably will bill in ex- 
cess of $4,000,000 in 1951. It is 
expected that all of the consoli- 
dated accounts will be retained and 
new ones added. There are no con- 
flicting accounts, he said, and this 
was a major consideration in 
bringing about the merger. 


e Among the major accounts that 
will be served by LW&S are: 

Allied Food Industries; Ameri- 
can Tack Co.; Deering, Milliken & 
Co., men’s wear fabrics; Driver- 
Harris Co., metal alloys; Elizabeth 
Iron Works, materials handling 
equipment; H & W Corset Co.; 
Hosiery “As You Like It”; Lady 
Marlene Brassiere Corp.; Rose 
Bros., men’s clothing; U. S. First 
Army; Vaden Mills, lingerie; and 
Volco Brass & Copper Co. 

The new company will have an 
American Assn. of Advertising 
Agencies membership, and recog- 
nition of American Newspaper 
Publishers Assn., National Out- 
door Advertising Bureau, Agricul- 
tural Publishers Assn., Associated 
Business Publications and Periodi- 
cal Publishers Assn. 


Oldsmobile Signs TV Show 


Oldsmobile division of General 
Motors Corp., Detroit, will add its 
second network television show 
Jan. 27 when story-telling school 
teacher Sam Levenson begins a 
weekly 30-minute program, “The 
Sam Levenson Show.” The pro- 
gram will be telecast at 7 p.m., 
Saturdays, over the CBS network 
and on additional West Coast sta- 
tions. 


Buys ‘School Musician’ 


Forrest L. McAllisier, formerly 
director of research and commu- 
nity service of American Music 
Conference, has purchased School 
Musician, Chicago, from its found- 
er, Robert L. Shepherd. Mr. Mc- 
Allister becomes editor and pub- 
lisher Jan. 1. There will be no 
change in the magazine's staff. 


RETAIL DEALER ADS 


Yours or Your Competitors 


From newspapers and 
eguaines puatiched 
t out country. 
Write for booklet . . . 

165 Church St., N. Y.7 
BA 7-5371 
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$5 Billion Invested in Advertising 
Last Year, Brendan Jones Estimates 


New York, Jan. 2—In a review 
and forecast of advertising, in to- 
day’s national business and finan- 
cial review issue of the New York 
Times, Brendan M. Jones, adver- 
tising editor, says that “advertis- 
ing volume during 1950 again 
topped $5 billion, with indications 
that the final total would exceed 
$5.5 billion, a gain of about $300,- 
000,000 over 1949, and a new rec- 
ord high.” 

Mr. Jones predicts that the out- 
look “is for continued high vol- 
ume in 1951, because advertising 
never has been known to slump 
under any but depression condi- 
tions. The rising national income, 
higher taxes, prospect of increased 
employment, all are stimulants to 
greater advertising,” he says. 

Paul B. West, president of the 
Assn. of National Advertisers, is 
quoted as saying that “very few 
national advertisers now plan to 
reduce their space and time com- 
mitments in 1951. 

“In my opinion,” he is quoted, | 
“many feel that they may continue 
the orderly and natural expansion | 
of advertising and promotion ef- 
forts which has been the trend in 
recent years.” 


e Harold S. Barnes, director of 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn.., | 
predicts that the volume of news- | 
paper advertising in 1951 should 
come close to the average of the 
past three years. National adver- 
tising in newspapers in 1950, Mr. 
Barnes says, has set the fifth con- 
secutive year of all-time highs. 
According to current estimates, the 
1950 total should be about $1.8 bil- 
lion. 

“Of the other major media,” Mr. 
Jones says, “new records were set 
nearly all along .the line. Even 
radio, which has continued to frus- 
trate the prophets of television, | 
may have set a mark close to the | 
$633,000,000 spent on it by adver- | 
tisers in 1949, because of the) 
greater interest in news and other | 
matters related to the critical state | 
of affairs toward the end of the| 
year. 

“Magazines seemed certain to. 
set another record high with a 
gain of about $25,000,000 over their 
total of approximately $450,000,000 
in 1949. 

“Outdoor also added at least an- | 
other $5,000,000 to its $80,000,000 | 
total of 1949. 

“The growth of television last 


Will Governmen- |) 
tal Regulations | 
Curb Building | 
in 1951? 


Eminent building economist 
says “No!” in searching look 
at prospects for new year in 
building industry. See “Build- 
ing Can Be ‘Bumpy’” in BSN 
for January. Page 36. 


January 
issue 


BUILDING 


arr 


year gave that still-infant medium 
its biggest gain, about 400%, or 


Sauerberg Talks on 
Representative Business 


William E. Sauerberg, Ward- 
Griffith Co., Chicago, spoke on 
“The Newspaper Representative 
Business” at a meeting of Alpha 
Delta Sigma, professional adver- 
tising fraternity, at the University 
of Illinois Jan. 4. He discussed the 
function of the newspaper repre- 
sentative, the use of market sta- 
tistics and other data in providing 
advertisers and agencies with spe- 
cific information of value to them, 
and the growth of newspaper ad- 


vertising through the representa- 
tive system. 

Two presentations of the Amer- 
ican Assn. of Newspaper Repre- 
sentatives, “Business, Speak Up” 
and “The Sharpest Problem Facing 
Business Today — Rising Costs,” 
were shown as part of the talk. 


Four Appoint Vatcher 


T. G. Vatcher & Son, a new pub- 
lishers’ representative concern at 
67 Yonge St., Toronto, has been ap- 
pointed to represent the Examiner, 
Peterborough, Ont.; Whig-Stand- 
ard, Kingston, Ont.; Standard- 
Freeholder, Cornwall, Ont. and 
Sun-Times, Owen Sound, Ont. T. 
G. Vatcher, principal of the new 
company, was formerly vice-presi- 
dent in charge of western business 
of Spitzer & Mills. Paul Z. Vatcher, 
the son, formerly was with the 
Department of Transport. 


Appoints Dorrance-Waddell 

Dorrance - Waddell Inc. New 
York, has been appointed to handle 
advertising for Associated Program 
Service, New York, transcribed li- 
brary service for radio and TV. 
The Muzak Corp. subsidiary will 
use trade publications and direct 
mail. Ed Hochhauser Jr., formerly 
vice-president of Transcription 
Sales Inc., has joined Associated 
Program's station relations depart- 
ment. 
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Maps King Whisky Campaign 

Brown-Forman Distillers Corp.. 
Louisville, has announced plans 
for an advertising campaign for 
its new King blended whisky. The 
theme will be “It’s Really Light.” 
Newspapers, trade publications, 
outdoor posters and point of sale 
material will be used, featuring a 
figure balancing a “really light old 
fashioned made with King.” Ads 
also will appear in Collier's and 
Look. 


8x10 genvine glossy photos 


in quantities 


¢ in $00 ond 750 quentities 
(1000 and over .06<) 


FOR ALL PURPOSES 


Shorp. cleor, crisp’ Prompt Delivery 


| 
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PHOTO- 
MATIC CO. 


Ph: WH iteholl 4.2930 
53-59 E. Winois St. 
Chicago 11, tlinois 
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A WINNING MARKET! 


Mr. Harry D. Sims, Jr., of Chandler & Rudd 
Company, Cleveland, wins the grand prize 
in the first CBS-WGAR display contest. 
Sponsors using WGAR reach another win- 
ning market in Northern Ohio. Population 
up 15.4%. Radio homes up 27.8%, And 

GAR first with listeners in 29 out of 44 
daytime rated quarter-hours . .. more than 
all other Cleveland stations combined! 


MR. MERVIN B. FRANCE (left) 


OPERATION SNOWBOUND! 


WGAR dug in as Northern Ohio dug out of the 
greatest snowstorm in years. What PRICE co- 
operation? Even Georgie Price, noted comedian 
in town for an engagement, pitched in with 
WGAR personnel answering 44,550 telephone 
distress calls in a three-day period. Letters poured 
in saying “Thanks for your superb public service!” 


NEWS, MUSIC, SPORTS..:; 


listeners like all sorts. Take 
your choice. Jack Dooley 
reports the news nightly at 
11:00 P.M. 
scores with sports at 11:10 


Paul ilcox 


president of Society for Savings, 
Cleveland, has served on commit- 
tees for the American Bankers 


P.M. And Morgan's Musical 
Inn opens at 11:15 P.M. 


Association, National Association of 
Mutual Savings Banks, and Invest- 
ment Bankers Association. He is trustee 
of University Hospital and Mount 
Rudolph Ringwall 
(right), associate conductor of the 
Cleveland Orchestra, presents Sunday 
afternoon recorded concerts for Society 


Union College. Dr. 


for Savings. 


RADIO ... AMERICA’S GREATEST ADVERTISING MEDIUM 
Represented Nationally by Edward Petry & Company 


WGAR... Cleveland... 50,000 wotts...¢C8s . 


Reach a responsive night- 
time audience with these 
wide-awake features. 
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Warns Publishers on Use 
of Flag in Advertising 

To the Editor: Newspapers take 
warning! 

Recently, some 200 newspapers 
and magazines, of large circula- 
tions, were sent and printed a full- 
page advertisement which violated 
the criminal codes of every one of 
the 48 states, in that that page con- 
tained a replica of a U. S. insignia 
in connection with advertising! 

The penalty in some states is 
$500 for each offense (for each 
copy of the publication issued) and 
the complainant gets half the total 
fines. Now there are many persons 
who are against the appeal that 
page advertisement made, and it 
would be easy money for one of 
these “antis” to have brought suit. 
And if such suit had been brought 
against a newspaper with 50,000 
circulation, and it had lost the 
suit, it would have meant a possible 
fine of an amount that is not “hay” 
in any publisher’s cash box. 

So I caution every publisher to 
know the criminal code of his state 
covering use of government insig- 


. ART DIRECTORS 


* thruout the country are reading Art Director & 
Studio News, first and only US monthly busi- 
ness paper reporting art direction, 
editorial art, photography, typosraphy, etc. 
19th issue just out. $1.50 per yr. for 12 issues. 

’ ART DIRECTOR & STUDIO NEWS 

' 39 E. 51 Se, New York 22, N. Y. 


This department is a reader’s forum. Letters are welcome 


nia in connection with advertising. 
This foundation’s whole effort is 
education, or preventive prosecu- 
tion. 

GRIDLEY ADAMS, 
Director-General, United 
States Flag Foundation, New 
York. 


Much ‘American Way’ Copy 
Is a Waste, Agency Man Says 

To the Editor: We seem to be 
doing it still. 

Today the headline of a big mass 
newspaper advertisement of IBM 
may make sense to its advertising 
department, but I’m damned sure 
it doesn’t make sense to me. 

The headline: Capitalism—| 
Nothing is superior except by com- | 
parison. 

To me that means exactly the 
opposite of what I’m certain IBM 
intended, goodness gracious. To 
me, that headline says: Capitalism 
—Nothing is superior (to it) ex-| 
cept by comparison (with it). 

Am I dense? Or is that fuzzy 
writing—wordy, obscure, stilted, 
afraid of saying something simply? 

I say such a headline is like 
titling a paean in praise of pie 
with: Pass Pie By. 

So much, so stupidly much, of 
our “sell the American way” ad- 
vertising is waste motion. There’s 
no bite to it. It’s too general. It 


doesn't make an impression on 
anybody, because nobody is inter- 
ested enough to read it. 
C. RALPH BENNETT, 
Vice-President, Fred Gardner 
Co., New York. 


e _ @ 
Publishers’ Assn. Finds 
Market Data Useful 

To the Editor: We have noted 
with interest the copyrighted 
“Marketing Vital Statistics” chart 
which you ran in your issue of 
Nov. 27 on Pages 48 and 49. 

With your permission, we would 
like to refer to some of the mate- 
rial contained in this chart in one 
of the bulletins of this associa- 
tion, with credit being given to 
ADVERTISING AGE. 

JOSEPH G. CAMP JR., 

Associate Manager, Pennsyl- 

vania Newspaper Publishers’ 

Assn., Harrisburg, Pa. 


| Why the Whoop-de-do About 


Business Women?, V. P. Asks 

To the Editor: That was an ex- 
cellent editorial on “Women’s 
Place in Advertising” which you 
ran in the Dec. 18 ADVERTISING AGE. 
Why there should be any whoop- 
de-do over women in the business 
also puzzles us, who have been in 
advertising for so long. 

For, as you say, advertising is 
one business where women can be 
accepted right along with the men. 
There is no sex to ideas, and 
though we often meet up with men 
who never get used to working 
with women, we just work a little 
harder to prove our capability. 

Here in Pittsburgh there have 
always been a great many women 
executives in the retail world, and 


in the last years, an increasing: 
number in agencies. For eight 
years we have had a merged men’s 
and women’s group in the Pitts- 
burgh Advertising Club, and it has 
proven a very successful operation. 
It all boils down to getting along 
with people, and that is a fine art 
with any sex. Thanks again for 
your understanding editorial. 
HELEN E. RYMAN, 
Vice-President, W. Craig 
Chambers Advertising Agen- 
cy, Pittsburgh. 


It's Ability That Counts | 

To the Editor: Thanks for and 
congratulations on your editorial | 
on Women in Advertising in the 
Dec. 18 issue of ADVERTISING AGE. 
You make a point which many of 
us women have been having a hard | 
time to put across—that the very) 
mention of women specifically as} 
women in professional activities 
continues to put them intoa special 


| class. | 


I have always appreciated and| 
enjoyed being a woman and am 
willing to take whatever respon- 
sibilities are preeminently those of 
my sex. But wherever possible, 
it should also be our privilege to! 
stand or fall on competence and 
ability rather than being classi- 
fied as being of the stronger (?) or 
weaker sex. You have done us a 
service. 

Haze. F. Briccs, 

Associate Editor, Electricity in 

Building, Madison, Wis. 


TV Makers’ Drive Gets Small | 
Reaction in Frisco Survey 

To the Editor: After conducting 
a recent television study in San 
Francisco, Dan E. Clark II & As- 
sociates reports that only two out 
of nearly 800 respondents men- 
tioned the recent controversial tele- 
vision industry radio-newspaper 
campaign. This campaign brought 
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many complaints from parents and 
educators and resulted in the Fed- 
eral Trade Commission's Division 
of Radio and Periodical Advertis- 
ing announcement that it was “con- 
sidering certain recent advertising 
of television sets to determine the 
truth or falsity of statements and 
representations therein.” 

Each of 793 respondents who 
stated they were not in the im- 
mediate market for a television set 
were asked by Clark & Associates 
for comments and reasons as to 
why they did not want television 
now. The great majority gave such 
reasons as “can’t afford now,” 
“waiting for sets to improve,” 
“waiting for color,” and other 
comments. Only two respondents 
voluntarily mentioned the recent 
industry campaign. 

G. E. Hurst, 

Dan E, Clark II & Associates, 

San Francisco. 


2 . * 

Radio Reports Publishes 
Enlarged Personality List 

To the Editor: I’m sure you'll 
be interested in, and may have 
use for, the latest issue of our 
commentator and program person- 
ality list, which is enclosed. 

We've been getting this out for 
a number of years now, as you 
know, but it is being constantly 
expanded. Note all the TV listings. 


| Note, too, that since the last list 
|came out in °49 we've added two 


new offices—San Francisco and 
Cleveland. That brings to nine the 
number of areas in which we 
operate—the others are New York, 
Boston, Philadelphia, Washington, 
Chicago, Detroit and Los Angeles. 

This list contains more than 806 
names of radio people and pro- 
grams (commentators, chit-chat- 
ters, husband and wife shows, 
forums, newscasters, women com- 
mentators, etc.) heard on nets, 
local stations, AM, FM and TV. 
For each show it provides working 


WHY ADMEN GET ULCERS... 


FTER KNOCKING YOURSELF OUT FOR MONTHS 
LINING UP THAT PRIZE ACCOUNT~- 


OU CALL 


ar 


\ 


aw /{ YEP, SIMPLENOB, WE 
LIKE YER PRESENTATION~ 
WE'RE APPOINTING 
YOUR AGENCY 
NEXT WEEK! 


BUTTON IT UP AND FIND~~ 


FOR ADATE TO 


UY yj 


WHAT?2? J. 
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BEEN REPLACED BY SMITH 

FROM AUSTRALIAN BRANCH 
AN’ HIS BROTHER HAS AN 
AGENCY HERE 7?// 


J JONES HAS 
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Enlarged reprints available upon request 


For the farm equipment field — your BASIC buy is IMPLEMENT & TRACTOR . . . 


Leading total net paid circulation * Greatest total subscriptions to dealers, 
jobbers and manufacturers %* Highest Subscription Price * Top voluntary 
subscription renewal rate * Consistent leader in advertising volume. 
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KANSAS CITY 6. MO. 
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address, station, days heard, pro-| able comments, not only from our 
gram type plus a brief description | clients, but suppliers and friends— 


of the program. 

It’s a good deal for anyone in- 
terested in doing a sound radio 
publicity job. 

P. R. RIEBER, 

Vice-President, Radio Reports 

Inc., New York. 

3. . © 
Company Catalog Aids 
Government Procurement 

To the Editor: We are about to 
release for distribution a catalog 
of our facilities for use by govern- 
ment agencies and prime contrac- 
tors. This is the first step in a 
program of devoting as much of 
our personnel and plant capacity as 
possible to government procure- 
ment. 

It is our feeling that throughout 
the coming months it is going to be 
more and more necessary for man- 
ufacturers of all kinds to plan 
along these lines. 


We hope that a catalog of this | 


type may encourage other manu- 
facturers to do the same, because 
we have been told by government 
officials that this type of infor- 
mation is quite important and nec- 
essary in helping them answer 
their procurement problems. It is 
also quite vital that information of 
this kind be placed before large 
prime contractors to assist them 
in their sub-contract operations. 
If you would like additional 


copies of this catalog or if it can’ 


be used in any fashion to stimulate 
similar action on the part of other 
manufacturers, we would be more 
than glad to offer the assistance 
of our organization to further this 
effort. 

So many times we business men 
wait for the government to prod us 
into action, and a great deal of val- 
uable time is lost, which could be 
gained by taking action ourselves 
to further this new huge war pre- 
paredness project. 

N.S. ANCELL, 

T. Baumritter Co., New York. 

o . a 
Agency Receptionist Helps 
Along the Season's Cheer 

To the Editor: I have a feeling 
that you might be interested in a 
little something that was inaugu- 
rated about four years ago by our 
vice-president, which seems to 
have met with general approval 
and extremely favorable comment. 

Three days before Christmas 
and three days before New Year, 
our receptionist, when answering 
an incoming call, greets the caller 
with “Merry Christmas (or Happy 
New Year), George H. Hartman 
Co.” We have had so many favor- 


9 Ways to E 
Increase Sales 
and Profits 5 


in 1951 ; 
Here are practical, tested ways e 
for any lumber dealer to sell |~ 
more building products in |— 
1951's uncertain market. See ~ 
January BSN. 


January 
BUILDING 
SUPPLY 


several of whom have flattered us 

by now doing the same thing—that 

I thought you would like to know 

that in this hectic world a pleasant 

word goes a long, long way. 

Georce H. HARTMAN, 

President, George H. Hartman 
Co., Chicago. 


. . 
Council's Bond Ads Get 
a Dubious Compliment 

To the Editor: The master minds 
of the Advertising Council evi- 
dently believe the government, at 
least, should practice “truth in ad- 

| vertising.” 

What could be franker than the 
current AC car card plugging U.S. 
Treasury bonds! It pictures the ul- 
timate financial return from in- 
vestment in these bonds as the 

|fabled pot-of-gold-at-end-of-the- 
rainbow, traditional equivalent of 
nothing. 

JOHN EVANS, 
Direct Mail Advertising, Chi- 
cago. 


Neely Printing Co. Buys 
Building for Franklin 


Neely Printing Co., Chicago, has 
purchased the building formerly 
occupied by Kruetgen Engraving 
Co. and will use it to house opera- 
tions of its affiliate, Franklin Off- 
set Litho Co. Franklin previously 
occupied one wing of the main 
Neely plant. 

Included in the purchase was 
adjoining vacant property on 
which Neely plans construction of 
an additional building at a later 
date. 


Dominion Foils Names Two 


Andre Piche has been named 
executive vice-president and man- 
aging director of Dominion Foils 
(Canada) Ltd. Montreal. J. P. 
Gledhill, formerly general sales 
manager, has been named vice- 
president in charge of sales. 


Modern Brasscratt to Houck 


Modern Brasscraft Inc., Miami, 
Fla., has named Houck & Co. of 
Florida Inc., Miami, to handle its 
mail order advertising in national 
| magazines. 


‘Times’ Ups Classified Rate 
The Hartford Times, afternoon 


NBC Promotes Norman Cash 


Norman Cash, with NBC's sta- 


daily, has increased its classified | tion relations department in New 
ad rate from 5¢ to 6¢ per word.! York since March, 1948, has been 


The newspaper also has shortened 
the number of insertions required 
to earn the 10% discount, from six 
to four days. Ads ordered seven or 
more consecutive days will earn a 
15% discount. 


named director of radio station 
relations for the network. He re- 
places Easton Woolley, who re- 
signed to become vice-president of 
the Intermountain Broadcasting & 
Telecasting Corp. 


Langendorf 


Consistently renewing its sched- 
ules year after year, this fine 
Western bakery proves its '>yal- 
ty of KJR’s efficient coverage of 


Western Washington. 


REPRESENTED NATIONALLY 
New York + Chicago + Los 


BY AVERY-KNODEL 
* Sen Francisco 


OLD FRIEND 


. ne 
* Atlente 


The television cabinet is cardboard. 
The screen is simulated in print. 


It puts show business 


But the clown blows real bubbles! 


A hundred floating iridescent bubbles a minute... that 


vanish without a trace. A gallon jar of special solution 


with each display supplies bubbles for forty hours. 


The stream of bona fide bubbles stops traffic .. 


interest and curiosity, holds absorbed onlookers for minutes 


... fixes “Admiral” firmly in their minds. 


Eight hundred Admiral retailers reported it the best 


display they ever had... never lacked an attentive audience 


... brought in hundreds of prospects for demonstrations. 


This extraordinary 


produced by Einson-Freeman ... was one of the most effective 


and economical means 


appreciation and cooperation—and making sales! We will be 


To get more action and audience for your display money, 


animated display, evolved and 


ever devised of winning dealer 


glad to show it, and other recent E-F productions, on request. 


ask Finson-Freeman to suggest an animated display 


that makes dealer windows sell for you! 


. arouses 


in the showroom 
... keeps dealers’ windows SRO! 
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J i hen we started our business it was with the determination 


to make CM&H > America’s finest photoengraving plant. 
N O rth * How well we have succeeded can best be judged by the many i 
advertising agencies and manufacturers throughout the 


‘ 
S Ou th ) entire United States who have become our clients. As the new ‘ 
x year starts we wish to thank these chents for their 
Kas { NX confidence and pledge ourselves to remain ever on the alert 
for any new idea or equipment that will enable us to 
\ \ eC St render even better quality and service. 
Collins, Miller & Hutchings, Inc. 


America’s finest photoengraving plant 


207 NORTH MICHIGAN AVENUE, CHICAGO 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


GIVE . 
You don't have so lowk om a erystal hall to see (hat this newest 
Se: NoMend SHADE OF PORTUNE ws gt quisitety flattenng Choese CRYSTAL 
tn efystal-chew sheer 6) and Si-gauge nylons. One of 
NoMend’s FAMOUS 5° Proportioned Leg Types is “exactly bers.” 


PuR MOTHER'S DAY 


depend on 


beautiful 
stockings DOUBLE ACTION—Two 90-degree turns in the Outer Drive bridge bound traffic views the sign head-on; northbound sees it turning 
‘ crossing the Chicago River give this new spectacular the advon- east before crossing the river. Ruthrouff & Ryan is Brown-For- 
tage of visibility by motorists north and southbound. South- man’s agency. 
\ 


eee Oy amet be 
Beppe. ee heme. 


‘SHADES OF FORTUNE’—NoMend Hosiery Co., Philadelphio, is using five fashion 
magazines to promote its six spring and summer colors, termed ‘Shades of Fortune.” 
This ad is scheduled for the May issue of Mademoiselle. Al Paul Lefton Co. is 

the agency. ‘ 


WIN MARKETING AWARDS—Winners of the second annual plebaum of the some organization, of an honorable mention. 
awards of American Marketing Assn. for distinguished service Ralph E. Breyer, University of Pennsylvania, who also received 
to marketing received their certificates at the association's meet- an honorable mention, was not present. In the background ore 
ing in Chicago. Left to right, front row, R. E. Davis, Goodyeor Wilford White, Department of Commerce, vice-president of the 
Tire & Rubber Co., honorable mention; Prof. Robert Ferber, AMA and head of the awards committee, and Everett Smith, 
University of Illinois, winner of the year's award; and Richard director of research for Macfadden P. i and AMA presi- 
F. Spears, Stop & Shop Inc., Boston, winner, with William Ap- dent, who made the presentations. 


WELCOME DRINK—Clem Strong of Sports Afield greeted Ben Lochridge of the 

midwestern sales staff of Quick and Warren J. Smith of the First Three Markets 

Group with a welcoming drink as they orrived at an informal party in Chicago 

for “alumni” of the Chicago Tribune advertising department. Mr. Strong headed 
the committee which made the arrangements. 


| — ...ONE RIDE 
| “aes «= WORTH 1000 WORDS 


DODGE 


| _— "MAGIC: MILE” RIDE 


Nee > 


COORDINATORS—Here are the members of the newly established marketing de- 
partment of the Carborundum Co., Niogere Falls, N. Y., organized to coordinate 
the company’s market research, advertising, sales promotion ond public relations. 
Seated (left to right) are Arthur W. Cowles, od monoger; Frederick T. Keeler, direc 

1T CAN HAPPEN—One of the expendable words wos Nash in the side o couple of weeks ago. Needless to say, the mistake wos tor of marketing; and Lewis P. Mercer, pr ger Standing é. nc 
i case of this Dodge poster thot appeared on Chicago's northwest rectified very quickly.  ebe relations monager, ond Arthur Botts, 
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Joins Horton-Noyes 


Mildred C. Tilley, former fashion 
merchandising representative in 
Hollywood for Photoplay, and fa- 
shion copywriter for Standard 
Store Service Corp., Chicago, has 
joined the creative staff of Horton- 
Noyes Co., Providence agency. 


Wood Fuel Appoints Houck 


Houck & Co. of Florida Inc., 
Miami, has been named to handle 
the advertising of Wood Fuel Inc., 
Miami, manufacturer of indoor 
collapsible clothes dryers. Trade 
publications and magazines will 
be used 


0 


Renewing year after year, Swift 
promotes the sale of its fine ice 
cream through KJR’s efficient 
coverage of Western Washington. 


REPRESENTED NATIONALLY 


BY AVERY-KNODEL, 
New York + Chicago + Los Angeles + San Francisco + Atlanta 


LD FRIEND 
KjR 


Same WATTS AT HNO ee 


WM Marshall Ftd Hateen 


inc 
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Conventions 


*Indicates first listing in this column. 
Jan, 8. Fifth annual central Canada 
sales management conference, sponsored 
by the Advertising & Sales Club of 
Toronto. 

Jan. 8-11. National Retail 
Assn., 40th annual convention, 
ler, New York 


Dry Goods 
Hotel Stat- 


Jan. 9. Associated Business Publications, | 


annual eastern clinics, 
tel, New York 

Jan. 11-13. Advertising Assn. of the 
West, midwinter conference, Jokake Inn, 
Phoenix, Ariz 

Jan. 15. Advertising Federation of 
America, First District, Providence, R. 1. 

Jan. 16-17. New York State Publishers 
Assn., Hotel Statler, Buffalo. 

Jan. 17-18. National Conference of Bus- 
iness Paper Editors (Associated Business 
Publications Group), Hotel Statler, Wash- 
ington, D. C 

*Jan. 19. Society of Business Magazine 
Editors, Hotel Statler, Washington, D. C. 

Jan. 19-20. Southwestern Assn. of Ad- 
vertising Agencies, Baker Hotel, Dalias. 

Jan. 20-21. National Advertising Agency 
Network, western regional meeting, Ho- 


Savoy-Plaza Ho- 


tel Pere Marquette, Peoria, Ill 

Jan. 22-23. Assn. of Railroad Advertising | 
Managers, St. Augustine, Fla. 

Jan. 22-24. Newspaper Advertising Ex- 
ecutives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 

Jan. 27-28. National Advertising Agency 
Network, eastern regional meeting, Ho- 
tel Du Pont, Wilmington, Del. 

Jan. 29-39. Outdoor Advertising Assn. 
of Pennsylvania, annual meeting, Hotel 
Hershey, Hershey, Pa 


Feb. 2. Advertising Federation of 
America, Forum for ‘51, Grand Rapids, | 
Mich. | 

Feb. 9-10. Northwest Daily Press Assn., | 
annual meeting, Hotel Radisson, Min- | 
neapolis. | 

Feb. 12-13. Inland Daily Press Assn., 


midwinter meeting, Congress Hotel, 
cago 
Feb. 


Chi- 


12-13. National Newspaper Pro- 


motion Assn., western conference, Am- | 
bassador Hotel, Los Angeles. } 
Feb. 16-17. Pennsylvania Newspaper | 


Publishers Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg, 
Pa. 
March 12-13. American Management 
Assn., marketing conference, Waldorf- 
Astoria, New York. 
March 22-23. Society of Business Mag- 


azine Editors, Hotel Statler, Washington, 
D.C 
March 26-31 Advertising Specialty 


National Assn., 


spring meeting, Whitehall 


Monsen-Chicage at 22 E. Ulinois Street 


& 


Mensen-Los Angeles at 928 S. Figueroa Street 


THE 


IS IN THE 


proof 
prooting 


} 


| 
| 
| 


| spring meeting, Congress Hotel, 


Marketing Assn., 
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Hotel, Palm Beach, Fla. 

March 28-31. Assn. of National Ad- 
vertisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 31. Advertising Federation of 
America, Eastern AFA Intercity Women’s 
| Club Conference, Washington, D. C 

April 2-5. Premium Advertising Assn. 
of America, Chicago Premium Centennial 
Exposition, Hotel Stevens, Chicago. 

April 3-4. Point of Purchase Advertising 


| Institute, annual exhibit and symposium 


on store display advertising, Waldorf-As- 
toria, New York 

April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fla. 

April 14-18. Financial Public Relations 
Assn., midyear meeting, Dallas, Tex. 

April 15-19. National Assn. of Broad- 
casters, 29th annual convention, Hotel 
Stevens, Chicago. 

April 17-20. American 
Assn., packaging 
City, N. J. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 29-May 2. National 
Promotion Assn., annual 
Wardman Park Hotel, Washington, D. C 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va 


Management 
conference, Atlantic 


Newspaper 
convention, 


May 17-18. Public Utilities Advertising 
Assn., annual convention, Hotel New 
Yorker, New York 

May 21-22. Inland Daily Press Assn., 


Chicago 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis. 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopol- 
itan Hotel, Denver 

June 20-22. American Marketing Assn. 
conference, Hotel Statler, Detroit. 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York. 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal, 
Can 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver 

Sept. 17-21. Premium Advertising Assn. 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-27 
tional Assn., 
cialty Fair, 


Advertising Specialty Na- 
annual convention and Spe- 
Palmer House, Chicago. 


Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convertion, Hotel 
Schroeder, Milwaukee 

Oct. 15-16. Inland Daily Press Assn.. 
67th annual meeting, Congress Hotel, 
| Chicago 

Oct. 15-16 Agricultural Publishers 
Assn., annual meeting, Chicago. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston. 

Nov. 26-29. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla. 

December (date not yet set), American 


winter conference, Ho- 
tel Kenmore, Boston. 


‘Iron Age’ Cancels All 


| Subscriptions to Russia 


Iron Age, New York, has com- 
| plied with a request by the State 
Department to cancel all subscrip- 
| tions to Russia and satellite coun- 
| tries in eastern Europe, with the 


| exception of Yugoslavia. 


The finest ingredients mixed by the most experienced 
chef is not a guarantee of successful results. The 
proof is in the pudding. 


| 


And so it is with typography. Correct type faces 


and proper spacing are the ingredients, typographic 


| 
craftsmen are the chefs but the proof of success 
is in the proofing. 
Monsen-Chicago can supply you with a variety of 
quality proofs—all Multi-Checked for accuracy, 
color and style. Black and white “etch” proofs for 


reproduction are meticulously pulled for sharpness. 
Transparent impressions enable you to convert 
expensive letterpress plates to offset. Trans- Adhesive 
impressions can cut art costs considerably. 


East of the Rockies it's 


On the Pacific Coast it’s 


CHICAGO 
LOS ANGELES 


Monsen-Chicago is superbly equipped to give you 
“etch” proofs that are unequalled for every kind of art 
work and any method of reproduction— proofs that 
are bound to earn the praise of your clients. 


In explaining the specific re- 
quest to Iron Age, the State De- 
partment emphasized that this is 
not its general policy for all publi- 
cations. The present decision is 
based on the fact that similar re- 
strictions apply to the export of 
Soviet technical journals to the U. 


|S. Should the Soviet restrictions 


be relaxed, this decision may be 
altered, the State Department said. 


Raymer Names Schofield 


in Promotion Expansion 

Paul H. Raymer Co., radio-TV 
representative, New York, has an- 
nounced the reorganization and ex- 
pansion of its promotion and re- 
search departments “to meet fhe 
need for increased services.” Acti- 
vity will center around special 
surveys designed to chart, among 
other factors, radio’s “sales effec- 
tiveness.” 

Named to head these depart- 
ments is Arthur C. Schofield, for- 
mer director of advertising and 
sales promotion for the DuMont 
Television Network. 


Duplate Appoints McKim 
McKim Advertising, Toronto, 
has been appointed to direct the 
advertising of all divisions of Du- 
plate Canada Ltd., Oshawa, Ont. 
Formerly handling advertising for 
Duplate’s plastics division, the 
agency will now direct the adver- 
tising for the safety glass and Con- 
trolite divisions. 


= a 


SE SRE ade al fee eee eae me en A a SE eee emae 
= fies — F { 
2. $< Co i 
¢ - j | 
3 = t 
: 

: * haere —— |i 
q | i \ 
i ewe ____ | 
a CC i 
ee anc apnuuare ee : 
2 eee SS _ 
| NW ON | Ff. | 
; ee) iF ] 
| swuenee™ gi. a / l/s | | 
aw AN ee || LL eee 
i pe Sesae\\ oe 
: a = —Y¥YFy & -— | 
Bi of iis ae 
Ss \ , ow = == =... om 
of | a | REAZRSSea = 
a =} SSR DSSS irre 
q t | \\ ) JW. “SSeS SSE le 
q —— 
2 SS 
. ee 
—CsSCSCs‘C‘C‘iés 
; Monsen? — a 
4 ' 
: ; 


Advertising Age, January 8, 1951 


Arthur Davidson Sr., 
Motorcycle Magnate, | subsequently was associated with 


three years. From 1922 to 1925 he 
was with the Detroit News, and 


| Detroit radio Stations WWJ, WJR 
Dies in Auto Crash = #4 WGHP. 

_Mitwaukee, Jan. 2—Arthur Da- | Named Fashion Group Head 
vidson Sr., secretary and sales} Jeanne Pierre, fashion director 
manager of Harley-Davidson) of A. D. Julliard Inc., was elected 
Motor Co., was killed Dec. 30 in a| chairman of the board of gover- 
two-car collision near Waukesha,| mors of the Fashion Group Inc., 
Wis. a two-year term. She succeeds 

Mr. Davidson was the last of | Florence, W. Goldin, fashion direc- 
four Milwaukee men who, shortly | tor of Grey Advertising Agency, 


after the turn of the century, be- New York. 


| Philharmonic Names Adams 


A. D. Adams Advertising, New 
York, has been named to handle 
the advertising, sales promotion 
and publicity of Philharmonic Ra- 
dio & Television Corp. New 
Brunswick, N. J., radio and tele- 
vision manufacturer. 


Bennett Joins Curtiss 


Gordon Bennett, formerly ac- 
count executive at Strang & Pros- 
ser Advertising Agency, has joined 
Spencer W. Curtiss Co. of Seattle, 
in a similar capacity. 


Appoints W. A. Matheson 

W. A. Matheson, a director of 
Eureka Williams Corp., has been 
appointed director of dealer rela- 
tions of American Bildrok Co., 
Chicago, manufacturer of light- 
weight aggregate building materi- 
als. 


Bodine Joins Juneau Agency 
Edward A. Bodine, who formerly 
operated his own advertising agen- 
cy in Beverly Hills, Cal., has joined 
C. B. Juneau Inc., Los Angeles 
agency, in an executive capacity 
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| KPAS Appoints Cunningham 


Frank Cunningham has been 
named manager of KPAS, Ban- 
ning, Cal. He replaces William T. 
Smith 


SALES LETTER “STOPPERS” 


Hundreds of unique ideas available 
or specially created to increase your 
letter effectiveness. Write on your 
letterhead for complete list and 
samples 


A. AUGUST TIGER 
S45 Fifth Ave New York 17, N. Y. 


gan developing a motorcycle which | 
was to become known all over the 
world. 

The two-wheel gasoline-pow- | 
ered bicycle had been invented 
some years before, but Arthur 
Davidson, his brothers Walter and 
William, and William S. Harley | 
are credited with contributing | 
much to its improvement and pop- | 
ularity. 


JOHN B. LAPPIN 

LoutmsvIL_e, Jan. 2—John B. Lap- | 
pin, 51, regional sales manager in 
the northeastern U. S. for Brown- 
Forman Distillers Corp., died Dec. 
28 at West Palm Beach after a 
short illness. } 

Mr. Lappin retired as vice-pres-_ 
ident of Brown-Forman in 1947,) 
but remained a director of the! 
company. In 1949 he ended his re- 
tirement to become assistant sales 
manager for the western region, 
and in 1950 was named to the) 
position he held at the time of his 
death. 

He joined Brown-Forman in) 
1937 as district manager and was 
made controller of sales in 1940. | 
Five years later he became vice-| 
president. Prior to joining the com- 
pany he had been in the securities | 
business. 


| 
DAVID D. RICHARDS 

WASHINGTON, Jan. 2—David! 
Dudley Richards, 61, well-known | 
newspaper man and advertising | 
and public relations executive, | 
died here Dec. 30. 

For many years Mr. Richards 
was a director of Audit Bureau of 
Circulations, retiring last year 
after suffering a serious heart ail- 
ment. 

He was the first advertising 
director of Sears, Roebuck & Co. 
and later became Washington rep- 
resentative for Sears. 

He began his newspaper career 
in Missoula, Mont., where he 
eventually held executive posts 
with the Missoulian. Later he 
worked on the Chicago Daily 
News, and then became chief an- 
nouncer for Station WLS, Chicago. 


4 New York Wiortd Telegram 7 


“>* 


Homework / 


Here's one kind of homework that’s fun! 
Reading the World-Telegram and Sun is homework 
everybody in the family enjoys. It’s not only enter- 
taining and informative for all, but it pays off in 


worthwhile ideas for better living. 


The best time for your advertising to do its work 


CORLEY W. KIRBY 

Cinctnnati, Jan. 2—Corley W. 
Kirby, 56, assistant general sales 
manager of the eastern region for 
Crosley division of Avco Mfg. Co., 
died here Dec. 28 after an illness 
of several months. 

Mr. Kirby had been associated 
with Crosley since 1947, when he 
joined the division as domestic 
sales manager. Previously he had 
been associated with General 
Motors for 18 years, where he held 
executive positions with the Chev- ' 
rolet and Frigidaire divisions. 

After World War I he worked 
for Associated Press in Paris for 


vertising with our 
downtocerth TV 


film prices. 


at home, is when the members of the family are 
relaxed and receptive to new and interesting ideas. 
The best place for your advertising to do its best 
work is in the pages of the World-Telegram and 
Sun—a member of the family. 

Bought almost entirely by people going home 


from work, the World-Telegram and Sun is car- 


ried into the home and read by all members of 


the family. Over 75°% of World-Telegram and Sun 


circulation is printed and sold after 3:00 P.M.— 


more than twice the number of papers distributed 


in the late afternoon hours by the two other evening 


newspapers combined! 


E: ach day the World-Telegram and Sun is 
welcomed into the homes of more than 600,000 


of New York's better families. These families are 


your best market, no matter what you're selling 


125 BARCLAY ST., NEW YORK 15, N. Y. 
Or Scripps- Howard General Advtg. Offices » 230 Park Avenue, New York City + Chicago « San Francisco + Detroit + Cincinnati + Philadelphia + Dallas 
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Gray Made General Partner Sets Kitchen Utensil Drive 
Ned Gray has become a general 
partner in Miss Pat & Co., Los Co., McKees Rocks, Pa., has opened 
Angeles, manufacturer of chil-| its most intensive advertising and 
dren's and teen’s blouses and skirts.| promotion drive for its line of 
He will take an active part in de- Vogue enameled kitchen utensils 
velopment of national distribution. made with titanium. The maga- 
Mr. Gray has represented the W. | zine schedule includes American 
R. Woodard Co. and Tish-u-knit, Home, Better Homes & Gardens, 
sweaters in northern California,| Household, Ladies’ Home Journal 
Oregon and Washington for a and Woman’s Home Companion. 
number of years, and will continue | Dealer aids include counter cards, 
to do so through his San- Francisco! newspaper mats, window banners 
office, which will be maintained. | and pennants. Ketchum, MacLeod 
| & Grove, Pittsburgh, is the agency. 
American Express Ups Kelly 
Donald J. Kelly has been ap-| Dixie Fire Names Agency 
pointed assistant manager of the; Grady, Griffin & Brugger, 
advertising section of the Amer-/| Doylestown, Pa., has been appoint- 
ican Express Co., New York. He ed agency for Dixie Fire Kindler 
joined the company in 1947. | Co., Sea Island, Ga. 


we point with pride to those TV trailers 
featuring Milton BERLE, Eddie CANTOR, 
Bob HOPE, Ed WYNN which we made 
for National Broadcasting Company. 
Telefilm Inc. Hollywood 28 Calif. Since 1938. 


% 


% 


| traffic 
| Smith, French & Dorrance, Detroit 
| agency. 


Proposes Bill to Regulate 


Federal Enameling & Stamping Highway Ads in Oregon 


A bill designed to regulate Ore-| 
gon highway advertising, approved 
by the Oregon Roadside Council, 
Portland, is slated for introduction 
in the 1951 session of the Oregon 
legislature. 

The bill would impose no re- 
strictions on signs in “business dis- 
tricts.” In “rural districts” it would 
allow only signs that advertise 
commodities and services avail- 
able on or near the premises. Spe- 
cial provision is made in “roadside 
service districts” for signs telling 
of hotels, motels, eating places and 
auto supply stores for information 
to travelers. 


Graphic Arts Names Little 

John R. Little, formerly adver- | 
tising and promotion manager of | 
Milprint Inc., has been named pub- | 
lic relations director of Graphic | 
Arts Guild, Milwaukee. 


Danaher Joins BSF&D 
James P. Danaher has joined the | 
department of Brooke, 


Bal oa eae Te 


Sy 


puye’® 


materiel, 


Twice each year, Small Homes Guide 
delivers a market to your door— 
over 400,000 (A.B.C.) actively interested 
prospects in the new home field. 


Here you buy no waste circulation, 

because newsstand sales are voluntary 
and Small Homes Guide offers just one 
thing —specific information on a// phases 
of the new home 
inducement 


Dero cane elie ee tr 


field—no other 


Proof of its pulling power is a matter of 
record. Reader for reader, it is the most 
productive publication in the building 
held... and it remains productive because 
each issue attracts new readers—new 
customers about to acquire their own 
tamily dwellings. 

That's why wise advertisers agree that 
Small Homes Guide ts 


The budget-must for 

building materials, equipment, 
decorations, furnishings, 
financing, insurance. 


the New 


ean egew 


‘Aart All 
> Wrapped Up 
For You! 


on 


INTERIOR 
DESIGN _ 


Home Mark 
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The Creative Wan? Corner 


Among the few Christmas ads that caught and held this 
Corner’s attention and interest was Eastman’s appealing mes- 
sage, plugging snapshots (on Eastman film of course) for 
Christmas. 

And one of the chief reasons it caught his fancy was not 
just the very realistic illustration, but the fact that this il- 
lustration was—not a photograph—but a painting. 

It is doubtful that the scene depicted could have been 
portrayed with more fidelity by the use of photography. The 


The gift thats so ‘ight for so many — 2 Kodsh comers 


agency and the advertiser, therefore, very wisely elected 
to paint the scene. 

This decision required courage—and intelligence. It would 
have been quite to be expected if the agency, realizing its 
client manufactured film, had decided to use photography— 
or if the client, because he manufactured film, had insisted 
on photography. And it’s quite possible this question arose. 

Since it was decided, however, in favor of which medium 
best got across the message, The Corner feels the ad and the 
decision both deserve commendation. This is good and sound 
thinking. It resulted in a wonderfully appealing and effec- 
tive advertisement—for film. 


Engraving and Electrotyping 
under one roof means 


faster — better 


service for you. 


filobe Engraving 
and Electrotype Company 
Black and White—4 Color Process 


HA 7-5305 711 SO. DEARBORN STREET - CHICAGO 5 
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Drexel Furniture cau Fishing Ca = | What Brand is he Pushing? 


Plans Home Owners Quaker Oats Co., Chicago, has | 
urcnase e stock 0 oast Fish- 
Catalogs Campaign _ iz Co., Wilmington, Cal., packer, You can get a reliable check on retail dealer activities 
| of canned tuna, sardines, mackerel 
\ Drexet, N. C., Jan. 3—Drexel and Puss ’n Boots cat food. The 
, Furniture Co. will continue its ex- company will operate as a separ- 
clusive tie-in with Home Owners 4te unit of Quaker Oats. 


in the United States by using ACB Dealer Tie-in reports have 
an ACB service. Brand prefer- been used by leading merchan- 


7 , ences are reflected in newspaper disers for many years. They are 
Catalogs during 1951 as part of! ee SS = advertisements, and ACB can made to your own specifications 
the company’s expanded program | ,;; a ee furnish you all the details. as to information or areas cov- 
: | tionally marketed animal foods, a 
to support its dealers throughout! including canned and dry dog ered. 


the country. foods, the entrance into the cat) 
The company, through its agen-| food business is a logical one.” 
cy, John Falkner Arndt & Co.,| There will be no change in man- 


This and other important in- Send Toda 

formation is revealed in detail : oo P oa pare ‘ 
\ ora - atalo; - 

by ACB’s Research Reports as 7 % describing and 


; Falkner 1 lustrat 12 helpful servi hi 
Philadelphia, will insert an eight-|@gement or personnel of Coast it appears anywhere in daily ACB wilf furnish to merchandisers. Gives 
newspaper advertising. details of cost, coverage, list of users, etc. 


page eolor section in the catalogs, Fishing. 
to reach approximately 81,000) 

families which are carefully| Opens St. Louis Office 
screened as to buying potential. | Grocer’s Digest, Chicago, food 


ACB SERVICE OFFICES —- and 


4 These catalogs are distributed | trade publication, associated with 79 Modison Ave. * Phone: Murray Hill 5-7302 * New York (16) i 
daily by the staff of F. W. Dodge | Cooter Co., Chicago food broker, 538 S. Clork St. * Phone: Wabash 2-6130 * Chicago (5) Nes 
Corp. Drexel then receives the|has opened new editorial offices | Ramis Ml 161 Jefferson Ave. * Phone: 37-0595 * Memphis (3) 
names of all families to whom the | B. Barks, editor and business man- | , 16 First Street © Phone: Sutter 1-8911 © Son Francisco (5) 


catalogs have been delivered. The| cer of’ the monthly, has been| @ You'd like to know what 

company then follows up with a| named to manage the office. Na-| brands the dealers are pushing 

friendly letter and a list of Drexel} tional advertising and merchan-| —but you can’t visit all the 
dealers in that area. dising offices in Chicago will be| stores to find out. 

At regular intervals, .Drexel| managed by Kenneth E. Brown,| You can oe reliable check on 

! mails to its dealers lists of these | advertising manager. retail dealer activities anywhere 

‘ new home owners for follow! 


through. Those dealers who will! SOME PEOPLE HAVE A MANIA FOR &, OTHERS HAVE A MANIA 


THE ADVERTISING CHECKING BUREAU, INC. 


not receive Dodge reports in the 
coming year will get folders of the 
ight- H Owners Cat 
te FOR STILL OTHERS ARE MAD ABOUT THAT'S 
The catalogs frequently are dis- _ 
tributed to prospects three months ie —— 
bef tual gr breaking, 
eee sotees elites ant ten “y DIPSOMANIA! AND THERE ARE THOSE WHO ARE SIMPLY WILD 
tell their stories. 


NBC Chicago Splits 
National Spot Sales 


National Broadcasting Co. in) 
Chicago has split its national spot! 
sales department into two depart- | 
ments—spot TV sales and spot ra- 
dio sales. Robert Ewing, assistant 
manager of national spot sales, 


toe Vale Culver Mort, wil WE'VE GOT A MANIA FOR 
INCREASING YOUR SALES! 


THAT's KLEPTOMANIA! BUT tHe most 


national spot radio sales depart- 
ment. 

Working under Mr. Ewing are: 
Vern Herren, on national spot sales 
staff, as sales traffic manager; ) 
and Jack Mulholland, with na- 
tional spot sales, Raymond M. Per- 
itz, formerly vice-president of 
Special Correspondents, Chicago, 
and David Wilder, formerly radio 
and TV manager of Swift & Co., 
Chicago, as salesmen. Working 
with Mr. Morton will be: Sales- 
men, Edward C. Cunningham, 
Robert Flanigan, George Halleman, 
all on his staff prior to the split; 
Cliff J. Barbarka Jr., formerly 
on the staff of Northwestern Uni- 
versity, salesman, and Jack Ragel, 
formerly with WEAW, Evanston, 
Ill, sales traffic manager. 


Columbia Records Names Two 


Albert E. Earl has been ap- 
pointed advertising manager of 
Columbia Records Inc., Bridge- 
port, Conn. Paul Wexler has been 
named sales manager. Paul South- 
ard, vice-president in charge of 
merchandising, has resigned to be- 
come executive vice-president of 
Times-Columbia Inc., New York, 
record distributor. Ken McAllister, 
advertising-promotion manager, 
has resigned to join Benton & 
Bowles, New York. 


MORE PEOPLE remember your brand, ask for your brand, 
reach for your brand, if they see your brand wherever they 
go! Get repeated-impression impact...in cost-free space... 
with PF decals! 


To Associated Advertising 

Associated Advertising Agency, 
Cincinnati, has been appointed re- 
gional agency for Hotels Sheraton- 
Gibson, Sinton and Alms, Cincin- 
nati, owned by the Sheraton Hotel 
Corp. of America, which recently 
appointed Batten, Barton, Durstine 
& Osborn as its agency (AA, Dec. 
18). 


Chase Candy Names Granger 


George Granger has been ap- 
pointed assistant merchandising 
manager of Chase Candy Co., St. 
Louis. 


WRITE TODAY for your free copy of this information- 
packed, 16-page booklet plus samples of PF decals! 


Address Dept. AA1, 220 West 42nd St., New York 18, N. Y. 
FOR QUANTITY BUYERS 


= omeeee a PALM, FECHTELER & CO. 


JT | Seeman covets | @~ NEW YORK + £. LIVERPOOL, OHIO - CHICAGO 
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Gets Furniture Account 

Ronalds Advertising Agency, 
Montreal, has been named to han- 
die the advertising of Vilas Furni- 
ture Co., Cowansville, Que. 
Women's magazines and sheiter 
ublications will be used. One Eng- 
ish and one French trade publica- 
tion also will be used. 


Swank Appoints Woods 


Howard Woods, 
president and director of market- 
ing of Towle Mfg. Co., Newbury- 
port, Mass., has been appointed 
general sales manager of Swank 
Inc., Attleboro, Mass., manufac- 
turer of men’s jewelry, leather and 
other accessories. 


HOME 
FURNISHINGS 


ew) 
— 


1170 renew ay. 


_~ 


in. 


NEW YORK 1. 
+ * 


formerly vice- | 


Federal Reserve Figures on Department Store Sales 


WASHINGTON, Jan. 2—Department 
store sales volume during the week 
ended Dec. 23 was up 17%, as com- 
pared with the same week a year 
ago. 

The dollar volume for the week 
pushed the retail sales index up to 
633, about 1% below the index 
figure for a week ago and the 
second highest figure ever re- 
corded. 

Federal Reserve Board figures 


}are based entirely on dollar vol- 


ume, not unit volume. A portion 


|}of the record sales volume un- 


doubtedly may be attributed to an 
increase in prices from 1949 to 
1950. 

Moreover, in using department 
store figures as a business indica- 
tor, it is necessary to make allow- 
ances for the fact that department 


store sales are heavy on soft goods ' 


items and light on appliances and 
consumer durables. 

Largest gains in sales, as com- 
pared with the corresponding week 
a year ago, were reported by the 
Cleveland district (up 23%), the 
Dallas district (up 20%), the Chi- 
cago district (up 19%) and the 
Kansas City district (up 18%). 

Greatest gains among the cities 
were the 31% rise in Wichita, a 
29% gain in Seattle, a 27% in- 
crease in Indianapolis and a 26% 
rise in Cleveland. 

None of the districts or cities | 
reported a loss on the year-to-year 
comparison, although six cities did 
not report to the Federal Reserve 
Board. 

% Change from ‘49 


Week Ended 
Federal Reserve 


District and City 9 
UNITED STATES ....... 2 9ihNn 
Boston District ...... —4 @¢ @ 
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DEPARTMENT STORE 
SALES INDEX © 


9 EQUA 


Week to Dec. 23, 50* p633 
Week to Dec. 24, '49*....541 
Week to Dec. 16, '50*....640 
Week to Dec. 17, °49*....584 
Week to Dec. 9, '50*....554 
Week to Dec. 10, °49*....542 
pPreliminary. 

*Not adjusted seasonally. 


MOLONEY, 


THE HOUSTON POST 


Texas’ Largest Morning Newspaper 


Announces the 


Appointment of 


REGAN & SCHMITT 


General Advertising Representatives 


EFFECTIVE JANUARY 1, 


1951 


THE HOUSTON POST 


W.P. HOBBY, 


President 


OVETA CULP HOBBY, 
L-xecutive Vice President 


| 


| 


New Haven ... --5 8 15 
Boston . —7 5 14 
Springfield . 3 12 19 
Providence —l 7 15 
New York District . 2 9 nu 
Newark 3 =ri3 21 
Buffalo 10 r5 14 
New York 0 8 17 
Rochester 8 10 16 
Syracuse 8 rij 21 
Philadelphia District 2 rill iki 
Philadelphia —1 6 13 
Cleveland District .. 9 re 23 
Akron ‘ 28 22 20 
Cincinnati 2 12 16 
Cleveland 24 22 26 
Columbus 6 15 17 
Toledo 8 16 21 
Erie 21 17 20 
Pittsburgh ° e 26 
Ri d District . —3 r2 15 
Washington —3 8 17 
Baltimore .... -1 8 4 
Atlanta District ... 7 10 13 
Birmingham ... 8 9 18 
Miami cearimneainemenaep 19 12 ” 
[eee nes 7 9 ° 
New Orleans ............ 0 r2 . 
Nashville —5 10 nd 
Chicago District . 3 rl 19 
Chicago : —l 10 15 
Indianapolis 7 17 27 

| ea : 11 15 24 
Milwaukee —5 16 20 
St. Reels District -—5 12 13 
Little Rock .. 4 4 9 
Louisville 3 16 12 
St. Louis .... - 5 10 14 
Memphis nue —14 4 12 
Minneapolis District. —4 7 15 
Minneapolis — --1 10 16 
St. Paul . ~-8 0 13 
Duluth-Superior — —6 17 19 
Kansas City District 0 9 18 
Denver . ‘ 3 6 15 
Wichita ........... 6 M4 31 
Kansas City —3 12 22 
St. Joseph 6 5 ° 
Oklahoma City . —7 4 14 
Tulsa ome 12 ° 
Dallas District ........ 1 » re 
 — i) 3 21 
Fort Worth 0 5 14 
Houston eemmnenie 8 18 24 
San Antonio —3 5 10 
San Francisco District . 2 ri Mm 
Los Angeles Area ..... —!1 2 9 
Oakland ” 0 12 17 
San Francisco o 4 7 15 
Portland ....... a 0 7 18 
Salt Lake — 4 7 15 
Seattle ......... - 9 15 29 


rRevised. 
*Data not available. 


Television Group Elects 


The San Francisco chapter of 
the Academy of Television Arts 
and Sciences has elected Harold 
See, KRON-TV, president. Other 
officers are: Vice-president, How- 
ard McGill, Zack Radio Corp.; 2nd 
vice-president, Evangeline Baker, 
KGO-TV; treasurer, Lou Simon, 
KPIX; secretary, Melba Ford, 
KRON-TV, and corresponding se- 
cretary, Peggy Martin, KGO-TV. 


Hoover Promotes Lamb 


Hoover Co., North Canton, O., 
manufacturer of electric cleaners, 
has promoted Randall B. Lamb 
from assistant manager to man- 
ager of sales education. Mr. Lamb 
will take over many of the respon- 
sibilities of W. Wallace Powell, 
the company’s director of sales edu- 
cation and sales research, who is 
now devoting more of his time to 
direct sales activities. 


Joins Alport & O'Rourke 

Marion R. Billings, formerly a 
member of the advertising staff 
of the Oregon Journal, Portland, 
has been appointed account super- 
visor in the Portland office of 


|Alport & O’Rourke, public rela- 
| tions, 


advertising and marketing 
counsel. 


Opens Chicago Office 
Brides House Inc., New York, 


| publisher of Bride’s Magazine, has 
| opened a Chicago offic> at 230 N. 
| Michigan Ave. Robert M. Thorsen, 


vice-president and western adver- 
tising manager, has been named 
to head the new office. 


WGN.TV to Carry Cubs Games 

WGN-TV, Chicago, for the 
fourth consecutive year will tele- 
vise the 77 home game schedule of 
the Chicago Cubs for 1951. The 
first scheduled game of the 1951 
season will take place at Wrigley 
Field on April 17. 
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Penn Fruit Tells 
About Supermarkets 
in Newspaper Ads 


PHILADELPHIA, Jan. 3—Penn 
Fruit Co. is conducting a newspaper 
advertising campaign to acquaint 
the public with the various self- 
service operations of its chain of 
supermarkets. 

Each phase of the campaign is 
devoted to a single product—meat, 
sea food, frozen foods, eggs, etc. 
One-third-page newspaper ads 
open the promotion for each prod- 
uct, followed at intervals by two- 
or three-column inserts within the 
company’s regular general food ad- 
vertisements. The windup calls for 
spot ads in the body of each week- 
ly page ad. 

In its meat ad, for example, Penn 
Fruit outlines the ten points of its 
quality control plan, and in a panel 
at the bottom of the page illus- 
trates the methods it employs in 
cutting meats for _ self-service 
packaging. 

The company operates 18 stores 
in metropolitan Philadelphia which 
are said to do a larger dollar vol- 
ume per store than any other 
supermarket chain in the U. S. 

John Falkner Arndt & Co. here 
handles the account. 


Meyenberg Milk to JWT 
Meyenberg Milk Products Co., 
San Francisco, has named J. Wal- 
ter Thompson Co. to handle its ad- 
vertising, effective Jan. 1. Promo- 
tion plans will be centered in the 
Los Angeles offices of both com- 
panies. Promotion plans now un- 
der way will place major empha- 
sis on the introduction of the com- 
pany’s All-Pure vacuum packed 
evaporated milk nationally. 


Zippy Appoints Geissinger 


W. B. Geissinger & Co., Los 


Angeles, has been named by Zippy | 


Products Co., manufacturer and 
distributor of Zippy liquid starch, 
to handle all advertising and mer- 
chandising plans for the entire Zip- 
py line. In addition to the liquid 
starch, the company is now intro- 
ducing a new all-purpose wall 
cleaner and a liquid detergent for 
dishwashing. 


Reynolds Gets Shoe Account 

Ludger Duchaine Inc., Quebec 
City, manufacturer of men’s and 
women's shoes, has appointed the 
Montreal office of E. W. Reynolds 
Ltd. to direct its trade and con- 
sumer advertising. 


Borg-W arner Elects 


Mathew Keck has been elected a 
vice president of Borg-Warner Corp., 
Chicago, manufacturers of automotive, 
agricultural and household equipment. 
Rising in business like Mr. Keck are 
thousands of regular Wall Street Jour- 
nal readers throughout the nation — 
executives and their aides who make 


or influence decisions on planning, 


production, selling and buying. 
(ADVERTISEMENT ! 


Network Gross Time Charges 


Source: PUBLISHERS INFORMATION BUREAU 


RADIO 

Eleven Eleven 
November November Months Months 
1950 1949 1950 1949 
American Broadcasting Co. 2,925,819 3,406,989 $ 32,357,189 S$ 38,686,362 

Columbia Broadcasting System 6,455,478 5,573,015 64,200,179 628, 
Mutual Broadcasting System 1,357,529 1,316,963 14,779,584 16,694,786 
National Broadcasting Co. 5,152,322 5,558,195 56,445,724 58,381,653 
Total $15,891,148 $15,855,162 $167 ,782.676 $171,391,445 

TELEVISION 

American Broadcasting Co. $ 1,239,184 $ 214,660 $ 5,325,681 $ 1.172.654 
Columbia Broadcasting System 2,185,064 677,836 10,531,934 2,878,180 
DuMont Television Network ® 124,435 ° 848,775 
National Broadcasting Co. 3,100,610 1,035,808 17,941,535 5,473,738 
$ 6,524,858 $ 2,052,739 $ 33,799,150 $ 10,373,347 


Total 
*Not available. 


Lesly Opens N. Y. Office 


Philip Lesly Co., Chicago, public 
relations concern, has opened a 


|New York office at 331 Madison 


Ave. Elizabeth D. Catlin is man- 
aging director. 


Edwards Agency Moves 

Edwards Agency, Los Angeles, is 
now located at 435 S. La Cienega 
Blvd. 


Sloane-Blabon Adds Bowser 


Harry Bowser, formerly with 
Thomas A. Edison Inc., has joined 
the Sloane-Blabon Corp., New 
York, to fill the newly created post 
of sales training director. 


Zlowe Co. to New Quarters 

Zlowe Co., New York, has moved 
to new quarters at 598 Madison 
Ave. 


HARSHE 


ASSOCIATES 


wu a HARSHE ASSOCIATES snc. 
IN STREET CHICAGO + FRANKLIN 2 5100 + paar = 


+ le 


say the same 
in newspapers 


it says 


“MILES OF 
SAFETY”... 


with REILLY PLASTICTYPES 


yb sure-gripping design—that rugged carcass— 
they're the things that make the sales impression 
on your newspaper reader. 


Can you be sure of showing these features to best 
advantage—with every minute detail—with each area 
of light and shadow sharply defined? 


You can with Reilly Plastictypes®. Ask the more 


r- 


Weide nies ok cic i tie alee dialtteet, dk PSA CS 


than 350 national newspaper advertisers who use 
over one million Reilly Plastictypes a year. They'll 
tell you Reilly gives the clearest, cleanest newspaper 
reproduction you can get. 


The reason is simple! Exclusively with Reilly, you 
get Vinylite molding for 3 times greater tonal value 
...a routing depth accurate to 55 thousandths of an 
inch .. . the unique Reilly Duramatrix for full depth 
retention .. . teams of specialists who work toward 
the most rigid quality standards. 

Reilly Plastictypes cost no more than any other 
plastic plates. But your Reilly salesman can tell you 
why Reilly will give you better reproduction and 
faster service. Reilly plants are superbly equipped 
for large scale production. Ask to see Reilly tear- 
sheets—and you'll be convinced. 


REILLY PLASTICTYPES 


Reilly Electrotype Company 
Creators of Better Plates 


for Better Printing 


305 EAST 45th STREET, NEW YORK 17, N. Y. 
MUrray Hill 6-6350 


te, 


Reilly Electrotype Co., 305 E. 45th St., New York 17, N.Y. 


Show me why your Plastictypes will give me 
better reproduction in newspapers. 


AA) 
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Information for Advertisers 


No. 3849. Analysis of the New York vey of its subscribers by Capper’s 
Home Market. Farmer. It covers repairs. improve- 
The sixth edition in its series of | ™Ments and new construction. 
continuing home studies is offered 
by the New York Herald Tribune, No. 3854. Consumer Analysis Mar- 
The study covers what New York ket Surveys. 
city and suburban families do and Consumer preferences in 50 ci- 
earn, where they live and plan to/ ties in 14 markets across the nation 
live, the things they own and what re listed in this 120-page book 
they buy and their personal and | Of market surveys conducted under 
social habits. It is well illustrated | the auspices of 14 newspapers and 
ind has many charts packed with | published by the Milwaukee 
statistical information. | Journal. Tables show the use and 
| preference of products in 131 dif- 
No, 3850. Buying Data on Families ferent classifications and 3,500 in- 
with Children. dividual brands. 


What families with children) no. 3855. 1951 Medical Lists Data. 
spend for household furnishings, Tabulation of count of special 


foods, toiletries, recreation, educa- | mailing lists in the hospital and 
tion and fe ap gen erg ns, matical fields is presented in this 

ar —— . ook offered by Fisher, Stevens 
this market folder offered by Par- | Service Inc. It tabulates, by prsmod 
ents’ Magazine. Included is a chart | and major cities, the number of 
estimating the number of children, physicians dentists druggists, hos- 
yon a - age groups, for | pitals, veterinarians, nurses, chiro- 
the next ten years. practors and chiropodists. 


No. 3852. Retail Sales Statistics. 

Statistics covering the relative) 
growth of population, total retail | 
food and drug sales in the Madi- 
son market area and 13 other mar- 
kets from 1943 through 1949 are 
shown in this survey offered by 
Madison Newspapers Inc. Media 
data showing the combined circu- 
lation of the Capital Times and 
Wisconsin State Journal are in- 
cluded in the folder. 


|No. 3856. Buying Habits of the 
Young Male. 

This study of the buying habits 
and influences of young men is of- | 
fered by Varsity. It contains infor- 
mation on what they buy, what 
they do in their leisure time, their 
income and employment, and in- 
fluence on family purchases. 


3858. Data on 
Market. 

Market and media data on the 
Spokane, Wash., market area are) 


No. | 
| 
given in this folder offered by ane 


the Spokane 


No. 3853. Survey of Farm Main- 
tenance and Construction Work. 
Spokesman-Review and Spokane 


The percentage of specified types 
Daily Chronicle. Statistics on the} 


of farm maintenance and construc- 


market, building activity, power | 
and irrigation, and the newspapers’ 
circulation and services are ~s 
cluded in the folder. 


tion work performed by farm oper- 
ators, as compared with the per- 
pcentage of work given to outside 
Scontractors, is outlined in this sur- 


Note: Inquiries for the items listed above will not be serviced beyond Feb. 19. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

Please send me the following (insert number of each item wanted 
—please print or type) 


NAME ... 
COMPANY 
ADDRESS. .........ceeceecseees 
CITE Be, BIO cee ccnecnccccpsenceacecasccscsnecce 


“A, A. REACHES MEN AT | 
| DECISION-MAKING LEVEL” | 
Commenting on the fact that the same 
| classified copy developed about twice 
as many inquiries from ADVERTIS- 
| ING AGE as from another publication, 
| this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 


SERVICE 
| rect! That's why your classified copy 


-— | | placed in these col ill not onl 
oe ore ac 1 ese columns Wi not on 
SALES DEPARTMENT } get more response, but get the kind of 


| response you want—inquiries from ex- 
Bag : |ecutives who can close the deal at 
z Bs ay | once! 


MAXWELL 


The RC. Maxwell C0. Trenton NJ 


OCUTDOOR ADVERTISING 


. THE ADVERT 


ING MARKET 


AC 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 49 per 


line. Add two lines for box number 
ceding publication date. 


Deadline Wednesday noon 12 days pre- 
Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
ing, Sales Promotion and Management. 
"AN *. 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Il. 


WANTED 
Experienced TV broadcasting technician 
for Midwestern Television Station. Ex- 
perienced AM engineers will be considered 
in lieu of actual TV experience 
Box 3532, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, ill. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
ASSOCIATED EDITOR who knows field 
crops and can write for a leading South- 
ern Farm Magazine. Must be young, en- 
ergetic and ambitious. Good starting sal- 
ary with incentive program to proven pro- 
ducer. Send complete resume to: 
Box 3526, ADVERTISING AGE 
200 E. lllinois St., Chicago 11, Lil. 
Advertising Manager . -- $7,500 
Mfg. Farm Buildings 
GEORGE WILLIAMS—PERSONNEL 
209 S State St. HA 17-2063 Chicago 4 
Ask for ELINOR KENT 
Pub. Relations Ace-Dairy trade exp. Open 


| Adv.Mgr-Indust. exp. Relocate. Start Open 


Adv. Asst-2 yrs. consumer gds. exp...$5000 
TV Copy-Retail prom exp. Agcy opp. $4000 
Fashion Coordinator-Show exp. Start $3900 
Know mfrs. brands. Prometienal detail 
Adv. Asst.-2 yrs. Home Appli. exp.....$3900 
Prod. Asst-for agcy. 2 yrs. exp. 
Layout Apprentice-for agency 
ONARCH PERSONNEL 
28 E. Jackson Blvd. WA 2-9400 Chicago 4 


REPRESENTATIVES WANTED 


Publisher's Representative with adver- 
tising agency contacts wanted in San 
Francisco, St. Louis, Kansas City, Dallas, 
Los Angeles, and Miami for established 
women's ready-to-wear trade paper. 
Box 3537, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


1 New York and 1 Chicago representative 
wanted by well-rated color lithographer. 
We specialize in color postcards made 
from kodachromes and black and white 
copy, a highly specialized field with a 
79 million card potential in New York 
and 58 million\ in Chicago. We will select 
man or sales agency based on: 
1. Present contacts and connections with 
advertising agencies. 
2. Aggressiveness and vision 
This is a rapidly growing field. Excel- 
lent commission rates. Write Sales Man- 
ager, Colourpicture Publishers, 390 New- 
bury St., Boston 15, Mass. 

POSITIONS WANTED 
ADV—SALES PROM—CONTACT MAN 
Ace Copy, Creative, Merchandising, Exec. 
Consumer and Indus. bkgrd. Manufactur- 
er, Agency exp. Sales campaigns. Age 35. 
Box 3535, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill: 
LOST SAMPLES SHOW THIS MAN 
CLEAR FORCEFUL WRITER 


---$3000 
Open 


| This clean-cut young man’s pre-war ex- 
| perience was in motion picture publicity. 


Following the war in a competitive writ- 
ing test, he lined up a writing job in a 
Truck Manufacturer's ad department. He 
next moved to a manager's spot, writing, 
making layouts, and producing advertising 
for a specialty sold to plants, stores 
institutions. With his employer's 
consent, he added to his income (and ex- 
perience) with a small agency service to 
a group of small manufacturers in his 
Ohio locality. His work shows ability to 
produce in quantity advertising that sells 


| goods. Age 32, married. Somewhere, some- 


how, two sample books belonging to this 
man, submitted to me as copy director, 
have been lost. I would appreciate it, 
if you can use this man, if you would 
write 
Box 3538, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN... 28, College, draft 
exempt. 2 yrs. Metropolitan Npp. exp. 
Box 3539, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


DIRECTOR OF PUBLIC RELATIONS 
Years of major TV experience. Wide, fav- 
orable acquaintance among trade and con- 
sumer press. Strong in preparation and 
development of effective publicity cam- 
paigns for diversified clients. A proven 
writer of pressworthy releases, articles, 
and speeches 

Box 3540, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL 


A NEW... 
lliluminated 
30’x30' DISPLAY 
in the Heart of 
TRENTON, N.J. 


POSITIONS WANTED 
| AD MANAGER—ASSISTANT 
| Dealer Promotion Specialist 
Have helped scores of manufacturers move 


their products through drug, variety, 
hardware, dry goods outlets. Creative 
copywriter. able to organize and super- 
vise a department, or be one myself 
Mid-thirties, married, family. $6500-7200. 
Chicago area 

Box 3541, ADVERTISING AGE 


| 200 E. Illinois St., Chicago 11, Ill. 
ACCOUNT EXECUTIVE or 
ADVERTISING MANAGER 


Partner and Account Executive with suc- | 


cessful record in small agency operation 
for past 4 years now seeks bigger oppor- 
tunity in larger agency in account work 
or with advertiser. Research Director 4- 
A agency 3 years. Experienced preparing 
|and making new business presentations, 
| market and media studies, originating and 
preducing complete advertising programs, 
supervising production. Successful ac- 
count handling experience on variety of 
accounts. 36. Married. 2 children. College 
grad. Chicago preferred. For complete 
resume, write: 

Box 3542, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Ill. 


| 
| 


MISCELLANEOUS 
| NOW - 1951 IDEA CALENDAR - $2.00! 
14 Big Pages of Timely Ideas 

| Roy Jacobs, P. O. Box 162, Washington 
| Bridge Station, New York 33, New York 
Not interested in going permanently on a 
payroll but looking for idea te develop, 
product to sell or interesting mission 
to perform. If reasonable return seems 
possible will make modest investment. 
| Conservative individual with heavy ex- 
perience sales management and promotion 
| Box 3536, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


| 


ADVERTISING SALESMAN 
Experienced in competitive selling and re- 
tail food accts. Real opportunity advance 
on large, mid-western afternoon daily 
newspaper. Can arrange interview at 
NAEA convention in Chicago. Write full 
| details, Box 7776, Advertising Age, 200 E. 
} Illinois St., Chicago 11, Ill 


| 


Bank Increases Ad Budget 


Dime Savings Bank of Brooklyn 
will increase its 1951 ad budget 
| 20% over 1950, through its agency, 
H. J. Gerdts Co., New York. Most 
| of the increase will go into larger 
| ads in newspapers, although circu- 
| lation of the bank’s monthly com- 
| munity relations publication, “The 
| Dime Saver,” will be upped from 
50,000 to 75,000, according to Clin- 
| ton L. Miller, assistant vice-presi- 
| dent in charge of advertising and 
promotion. 


‘Newsweek’ Opens Office 
Newsweek has opened an adver- 
tising office in Great Britain at 
Morris House, 1-5 Jermyn St., Lon- 
j}don, S. W. 1, England, under the 
direction of Peter Cockburn- 
Thorpe. Mr. Cockburn-Thorpe was 
formerly sales manager of Joshua 
B. Powers Ltd. 
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Ad Council Releases 
Three New Drives 


New York, Jan. 3—-The Adver- 
| tising Council has released for 
| January-February publication 

three new campaigns to 3,300 com- 
pany publications. 

The first of the advertisements 
released, which is also the first in 
the council’s new defense produc- 
tivity campaign, has for its theme, 
“It’s Time We Got Working Mad!” 
The second ad released last week 
is the initial one in the campaign 
for more efficient and economical 

| government, to be conducted in 
cooperation with the citizens com- 
mittee for the Hoover report. The 
third ad is the first in a new series 
of the council’s campaign to com- 
bat group prejudice. 


es Company publications in the 
U. S. and Canada requesting it 
may receive from the council’s 
house magazine advisory commit- 
tee a bi-monthly service which is 
now in its third year of operation. 
The committee, headed by K. C. 
Pratt, editor of “Stet,” is composed 
of 47 editors in the house maga- 
zine field. 

Three advertising agencies have 
prepared voluntarily the ads in 
these campaigns—McCann-Erick- 
son, for the economic system cam- 
paign; J. Walter Thompson Co., 

for the government reorganization 
| project; and Fairfax Advertising 
| for the group prejudice campaign. 
| Robert M. Gray of Esso Stand- 
ard Oil Co. is volunteer coordinator 
of the economic system campaign; 
Howard M. Chapin of General 
Foods Corp. heads the government 
reorganization ad drive; and Lee 
H. Bristol of Bristol-Myers Co. is 
coordinator of the group prejudice 
| campaign. 


Munnecke Joins ‘Sun-Times’ 


William C. Munnecke has been 
appointed business manager of the 
Chicago Sun-Times. Since World 
War II, he has served as vice-pres- 
ident in charge of business affairs 
of the University of Chicago, as 
administrative vice-president of 
Encyclopaedia Britannica Inc. and 
as president of the Great Books 
Foundation. 


Rollman Names Kamphaus 

Rollman & Sons Co., Cincinnati 
department store, has named Don 
Kamphaus, in Rollman’s advertis- 
ing department for the past four 
years, as advertising manager. He 
replaces Richard Austin, who has 
been named art director of H. & S. 
Pogue Co., Cincinnati department 
store. 


This man is a worker—not a drone. 
per year for the past 5 years. That is 


work. Chicago interview preferred. 
Illinois St., Chicago 11, Ill. 


S FIGURES PER YEAR 
is not high for this 
SPACE SALESMAN 


fine personality and stands high in advertising circles. 
years’ experience in newspaper, national, and trade paper space selling. 
Knows market analysis, well versed in merchandising and an able com- 
petitive salesman. Recommended as a sound investment to either a pub- 
lisher or an advertising agency for account and new business contact 


He has averaged better than $15,000 
proven worth. An excellent education, 
More than 20 


Box 7777, Advertising Age, 200 E. 


Z 


65,000 Retail Mail Order 
Buyers Stencils For Sale 


Active 1949-50 Mail Order Buyers of 
quality housewares, 95° women. List 
arranged geographically on _ Elliott 
stencils, complete with cabinets. List 
thoroughly cleaned in 1950. Any rea- 
sonable offer accepted. For further de- 
tails. write Box 7779, Advertising Age, 
200 East Illinois Street, Chicago 11, Ill. 


Advertising — Sales Promotion 


37 year old top agency executive with 
remarkable record of achievement avail- 
able to top-ranking advertiser or agency. 
Industrial, consumer or service fields. 
Location no object. Write: 
Box 7778, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
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JUST LIKE THE AD—This window display, set up by Gilchrist’s of Boston, reproduces 


an illustration in a recent Saturday Evening Post color spread for the Florence 


Stove Co., Gardner, Mass. 


11-Month Direct Mail 
Totals $810,519,884 


New York, Jan. 3—Direct mail 
advertising volume used by busi- 
ness organizations in November 
totaled $84,162,834, the Direct Mail 
Advertising Assn. reports. 

The association’s figures indicate 
an 1l-month total of direct mail 
volume at $810,519,884. 

A breakdown by months shows: 


January $73,325,234 
February 66,916,269 
March 79,027,650 
April 71,931,796 
May 72,443,7: 

June 70,540,056 
duly 66,276,291 
August 71,973,878 
September 73,698,345 
October 80,223,785 
SE ken ck60s00nsanbatoien 84,162,834 


Issues Coin Machine Annual 

Coin Machine Review, 1115 
Venice Blvd., Los Angeles, has 
published the fourth edition of the 
‘Directory and Source Book of the 
Coin Machine Industry.” The new 
64-page edition contains data rela- 
tive to the various types of amuse- 
ment vending and service devices 
which are coin controlled and 
available at the present time. Co- 
pies are available at $1 each. 


Hixson Agency Names Two 
Crefton Jones and Lewis K. 

Woodward, formerly account ex- 

ecutives at Dana Jones Co., have 


been named to the staff of Hix-| broadcasts of Fulton Lewis Jr.,) 


son & Jorgensen, Los Angeles. The 


New Advertising Group Formed 

A new advertising group, the 
Metropolitan Advertising Men,| 
has been formed with headquarters | 
at 118 E. 40th St.. New York. 
Headed by Richard Elliot, mer-| 
chandising manager of Cowles 
Magazines Inc., the group was 
formed “to promote the exchange | 
of ideas among members, to attain 
a deeper appreciation and under- | 
standing of the value and func- 
tion of advertising and its allied | 
graphic arts, to form a better bas- | 
is for business and social contacts, | 
and to cooperate with other ad-| 
vertising groups to foster the ad-| 
vancement of all phases of adver- 


| tising.” The new group meets reg- | 


ularly every third Wednesday. 


Thor Creates New Division 
Thor Corp., Chicago, maker of | 

home laundry appliances, has cre- | 

ated a new midwestern sales divi- | 


sion with heac quarters in the Mer- | 
in Kansas | 
City, Mo. The new division will | 


chandise ‘Mart Bldg., 


cover the 13 states bounded by the 
Mississippi River and the Rocky 
Mountains, the Gulf of Mexico 
and the U. S.-Canadian border. C. 
D. DuBois, sales manager of Thor's 
special accounts division, has been 
named sales manager of the new 
division. 


Signs Fulton Lewis Jr. 

Yami Yogurt Products, Los An- 
geles, has signed to sponsor the 
Monday, Wednesday and Friday 


4-4:15 p.m., over seven Don Lee 


agency’s new address is 600 St. stations. Hal Stebbins Inc., Los) 
Paul Ave. Angeles, is the agency. 
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Form Mail Order Group 


Sunset House, a new mail order 


| headquarters at 8818 Sunset Blvd., é 
Hollywood. President of the or- Advertising Inc., New York, as its 
ganization is Leonard Carlson, Los agency. Medical publications and 
Angeles merchandising consultant. direct mail will be used. 

The company will 
gift and houseware merchandise. 
Lou Schurrer Advertising, Los An- 
| geles, has been named to handle 
the account. Western newspapers, 
magazines and direct mail will be 
used. 


specialize in 


| Oregon Adclub Elects 


Claude Palmer, Photo Art Com- 


|mercial Studios, has been elected 
| president of the Oregon Advertis- 


ing Club. Other officers are: Eu- 


| gene Wright, advertising salesman 
jfor the Portland Journal, 


vice- 
president, and Howard McAllister, 
Armishaw’s Shoes, treasurer. 


Farm Paper Raises Rates 
Effective April 1, 1951, Colorado 


| Rancher & Farmer, Denver, will 


increase its advertising rates. The 
rate for general advertising will be 
raised from $189 to $226.80 a page. 


To Hoffman Advertising 


Marvin R. Thompson Inc., Stam- 


organization, has been formed with ford, Conn., pharmaceutical manu- 


facturer, has appointed Hoffman 


Gambale Gets V. P. Post 

Edward F. Gambale, art director 
of the Frederick-Clinton Co., New 
York, has been appointed vice- 
president of the agency. He will 
have charge of national publica- 
tion advertising and TV art. 


DRUG & COSMETIC 
Céitees en industry where a brilliant record 
in developing new products through research 
has brought an increasing alertness and need 
for new materials, packages and equipment 


Also Publishers of Beauty Fashion 


1 
| 
| 


| 


“Young man, when you've been 


around here as long as | have 
you'll know we don’t make up a 
Michigan newspaper list that way” 


Wise old newspaper list-makers know that you miss about a third of 
Michigan retail sales potential if you're not in the 8-paper Booth 
Michigan Market. To leave the Booth Michigan Market out of your 
Michigan newspaper plans is to leave out a market which in itself is 
larger than any one of 20 entire states. And, right now, Michigan's 
booming automotive and industrial payrolls make the Booth Market 
more important than ever, 


Like more specific information? Call— 


A.W. Kuch, 110 € 42nd Street, 
New York 17, W. ¥., Murray Hill 6-7232 


The John £. Lutz Co., 435 N. Michigan Ave., 
Chicago 11, til., Superior 7-4680 


NEWSPAPERS 


GRAND RAPIOS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONI 


CLE - BAY CITY TIMES - ANN ARBOR NEWS 
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Coors Industries Wins Denver Adclub 
Award for Outstanding Advertising Job 


GoLpen, CoLo., Jan. 3—Coors 
Industries here has been awarded 
the Denver Advertising Club's! 
Fame & Fortune award “in recogni- | 
tion of its record of achievement in | 
successfully building one of Colo- 
rado’s outstanding organizations) 
through sound advertising, selling | 
and merchandising.” 

Coors Industries is comprised of 
Adolph Coors Co., brewer of Coors 
beer; Coors Golden Malted Milk 
division; and Coors Porcelain Co., 


which manufactures dishes 


ther pottery. 


and advertised 


Initial 


marketed 
1873. 


as well as ads on serving trays. 


ELL) EXCLUSIVE! 


. # 
KjJR . 


S000 WATTS BT 990 ne. 
A Marshall Tietd Haton 
THE VACUF-FULL STATION 
ABC AFFILIATE 


REPRESENTED NATIONALLY BY AVERY-KNODEL, INC _- 
New York + Chicago + Los Angeles + San Francisco + Atlanta 


Shell Oil placed “Shell's Dinner 
Edition of the News” on KJR— 
their only radio in Western 
Washington. 


and 


Virtually all of Coors’ advertis- 
ing is for its beer, which has been 
since 
ads contained color 
and were very heavy on explana- 
tory copy. By 1900, point of pur- 
| chase ads on glass were being used, 


s During the next 40 years, ads 
were streamlined somewhat, with 


natrate on the fir taste 


and the flavor supe 
Monty that convinces you no better beers 
can be brewed. © Taste the COORS beer 
of your flavor choice to lear for younelf 
what 2 difference slow, expensive, Contin. 


nethods make 
sparkling Rocky Mountain 


ental brewing how pure. 


spring water 
and premuum ingredients add to flavor 
how matural carbonanon removes the last 


trace of sweet undertones, bitter overtones. 


What is Your Flavor ‘Preference? 


GOLDEN 
PMrodacts dddsleh Coors (> Golden ole 
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BREWED WITH PURE 
| ROCKY MOUNTAIN 
{] SPRING WaTER 


SIMPLICITY ‘RAMPANT’—Fifteen yeors ago, 
rather complex, with much body copy, as in the ad at left. 


Coors beer ads were Gradually, less copy has been used and nowadays Coors is run- 


ning ads like the one at right. 


a view to obtaining a more eye- 
pleasing layout, but they still em- 
ployed a lot of body copy. 

The trend in the past decade has 


: 
7 
Remember the old story? You have a dollar. I have 
: 
: a dollar. We swap. Now you have one dollar and I 
' : , 
have one dollar. You have an idea. T have an idea. 
a We swap. Now you have two ideas and I have two 


ideas. 

This principle of multiplying ideas to mutual 
benefit is a cornerstone of the Chicago Photoengrav- 
ers Association. Our thirty-one members put their 
heads together and exchange ideas that lead to 
benefits for buyers of photoengravings. 

Although we frankly are competitive, we have 
found that it pays to be cooperative in exchanging 
ideas that raise the level of craftsmanship and serv- 
ice. This is one good reason why the most experi- 
enced photoengraving buyers in Chicago deal, by 


preference, with our members. 


BOARD OF TRADE BUILDING + CHICAGO 


been toward still further stream- ‘Lux Theater’ Heads Pacific 

lining and a considerable reduc- Nielsen-Rating Report List 

tion in the amount of copy. Today “Lux Radio Theater” took over 

the ads contain little copy and are tye top spot on the October, 1950, 

dominated by the Coors herald lion Pacific Nielsen-Rating Report of 

| trademark, a waterfall, and the leading radio shows. 

company signature. The first five evening programs 
Coors’ basic advertising program were: 


includes newspapers, radio, out- Rank Program Rating 
door, point of sale and extensive ! Lux Radio Theater 20.4 
use of neon signs. Where color ad- + + pln ale se 
vertising is used, red and white are 3 People Are Funny 19.2 
the predominant shades, with gold | 4 My Friend Irma 17.0 
also being used. 5 Judy Canova 16.2 


# All Coors advertising aims at Names William ]. Leader 
| the following, according to the William J. Leader, formerly op- 
| company: (1) simplicity; (2) good) erator of a retail sales promotion 
taste; (3) repetition without agita- Service in Rumford, Me., has re- 
tion; (4) use of signature and signed as export sales manager of 
trademark in all ads; (5) a Pepsi-Cola Co., New York, to head 
. . —— use a new corporation which has ac- 
| quality materials in all advertis- quired the Pepsi-Cola bottling 
ing. franchise for Fairfield County, 
| The Denver Advertising Club, in Conn. The new company, Pepsi- 
making the award, stressed the Cola Corp., will have headquarters 
role that Coors’ public relations in Fairfield, Conn. 
program has played in aiding other Lk , 
|business enterprises in the 11/ Buy ‘Daily Tidings 
western states where the com-' Graham M. Dean, former pub- 
pany’s beer is distributed. The club lisher of the Evening Gazette, Reno, 
also pointed out that Coors’ policy Nev., and Ruth W. Dean have pur- 
of local buying wherever possible chased the Daily Tidings, Ashland, 
has helped local business to a Ore., from Mrs. Lillian G. Schuel- 
é — “ke, Mrs. Vivian G. Ling and Carlos 
great extent. N. Ling. Sale includes complete 
MacGruder-Bakewell-Kostka | stock of Ashland Printing Co. and 
Inc., Denver, handles the account. the name of the paper. 


- Collins Miller & 
© Hutchings 
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Libby Offers Orchids to Pineapple 
Juice Buyers in Three-City Fanfare 


(Continued from Page 1) 
advertising ever to promote pine- 
apple juice, with 11 full-color 
pages in nine magazines. 

In its unusual orchid deal, the 
canner is pulling out all the pro- 
motional stops. The orchids will 
be flown in from Hawaii to cen- 
tral distributing points in the three 
cities, from which they will be 
mailed to respondents. 


and buses, each carrying a pad of 
50 coupons featuring the orchid 
offer. 

Although “take one” cards have 
been used in many cities by ad- 
vertisers, normally they have been 
attached to conventional car cards. 
In the Philadelphia experiment, 
however, the “take one” holders 
will be mounted on the frames be- 
tween windows, at easy reaching 


| height for seated passengers. The 


s Promotion for the event will 
break with a full-color spread in 
the New York News Jan. 14, and 
color pages in the Philadelphia In- | 
quirer Jan. 18 and the Chicago) 
Tribune Jan. 24. In each instance, 
a full-page color ad will follow up. | 
Two 1,000-line b&w ads also will 
run in the Philadelphia Bulletin, 
Camden Courier-Post, Chicago} 
Herald-American, Chicago Sun-} 
Times, and approximately 30 New | 
York state dailies. 

Highspot of the merchandising | 
operation will be the fact that! 
supermarket checkout girls in the 
three cities will step out of the! 
normal by wearing orchids during | 
the promotion, providing, Libby) 
believes, an unusual “talking 
point” for the promotion and for 
Libby pineapple juice. | 


|centration of national 


s In Philadelphia, the promotion 
will create a new type of trans- 
portation advertising medium. 
Here arrangements have been 
made, through National Transitads, 
for appearance of a new “take 
one” device in 1,500 street cars 


| Pineapple juice has been in good 


holders have been produced by 
Chicago Show Printing Co., using | 
Mystik tape to hold them in posi- | 
tion. More than 500,000 coupons | 
will be distributed in this manner, 


lit is hoped. 


The orchid offer is also being | 
promoted in New York City with} 
Criterion boards and subway cards, | 
and in Chicago with cards in the 
elevated cars. 


supply in recent months and con- 
sumer sales are well ahead of pre- 
vious years. 

Libby believes the current scis- 
sors promotion—which is largely 
a radio promotion, with the offer 
being made by popular local 
emcees—plus the sensational or- 
chid promotion and the heavy con- 
magazine 
advertising during January and 
February, supplemented with spot 
radio, transportation and outdoor 
advertising, will further stimulate 
consumer sales and enable Libby 
to gain a larger share of a larger 
market. 


Score of Advertisers Join to Rescue 
‘Pancake Day’ from Its Obscurity 


(Continued from Page 1) | 
has been more commonly cele- 
brated than in this country. Three 
years ago Canadian Quaker began 
active promotion of the day, and 
shortly was surprised to find that 
more than a quarter of its annual 
sales of pancake mix could be 
traced to the holiday. 

As a result, Quaker Oats Co. be- 
gan promotion of the event in the, 
U. S. last year, but only to the) 
extent of public relations activities, | 
stories to food editors, etc. Its ad- 
vertising, which every year carries 
a special Lenten message, was not 
changed. | 

Encouraged by the results in 
Canada, however, Quaker last No- 
vember decided to go all out on a 
“pancake day” promotion. It also 
decided to invite others interested 
in the market to participate. So it | 
made up an easel presentation, 
called meetings of related manu- 
facturers, on a non-exclusive basis, 
in New York and Chicago, and told 
its story. 


| 
@ Despite the late date on which | 
the promotion was developed, the 
result will be a concentrated pro- 
motion of “pancake day” which 
should go far toward adding the 
event to the annual role of joyous 
cccasions in the U. S. 

Quaker Oats itself will devote 
about 8% of its total Aunt Jemima 
budget to special advertising of the 
day, with color and b&w ads in 
nine national magazines, a full 
page in color in 28 newspaper sup- 
plements Jan. 28, a special TV pro- 
gram on the event Feb. 4, and 600- 
line ads in 30 newspapers, as well 
as a heavy schedule of trade ad- 
vertising, and a wealth of dealer 
help material. Price, Robinson & 
Frank handles the Aunt Jemima 
advertising. 

Other companies which will tie 
in, each developing its own promo- | 
tion and advertising, include: 

Pillsbury Mills, for its pancake 
mix; Penick & Ford, Vermont Maid 
syrup; Pet Milk Co.; Land o’ Lakes 


butter; Beatrice Foods Co., Mead- 
ow Gold butter; A. E. Staley Co., 
Sweetose; Alabama-Georgia Syrup | 
Co., Alaga syrup; Wilson & Co.,| 
sausages; Corn Products Refining 
Co., Karo syrup; Durkee marga- 
rine; General Foods, Log Cabin 
syrup; Fairmont Foods Co., Omaha; 
Bowman Dairy Co., Chicago. 


@ While all of these companies 
will join to promote “pancake 
day,” the advertising and promo- 
tional material used will not de- 
velop any formal tie-in, and will 
not take the form of the “all- 
American breakfast” ads which 
appeared recently in Life, for ex- 
ample. Also, the joint effort is on 
a non-exclusive basis, anyone be- 
ing welcome who wants to push 
the idea along. 

Quaker itself has prepared a 
wide variety of store and restau- 
rant display material, including 
stack cards and window banners, 
which carry a four-color illustra- 
tion of a stack of pancakes with 
butter and syrup, and allow for 
imprinting or writing in prices of 
three other products, in addition to 


Aunt Jemima. It is also carrying 
the ball in trade promotion. 

While most of the actual adver- 
tising this year will be carried 
by Quaker, Pillsbury and one or 
two others, all companies involved | 
are instructing their salesmen to | 
work together in developing mass 
displays, related item displays, 
etc. 


Names John Seabrook 


John M. Seabrook, vice-presi- 
dent and general manager of farm 
operations of Seabrook Farms Co., 
Bridgeton, N. J., frozen foods, has 
been named executive vice-presi- 
dent of the company. 


Plax Canada Names McKim 

McKim Advertising, Toronto, has 
been appointed to handle the 1951 
advertising for the new unbreak- 
able bottles being introduced in 
Canada by Plax Canada Ltd., To- 
ronto. 


WHO WILL WIN?—Miss Windy City will be chosen from this 
group of eight top models at the Artists Guild of Chicago's lunch- Whitney, Donna Kime, Cathie Pennock, Helen Olson and Peggy 


eon Jan. 10 at the St. Clair Hotel. Finalists are (left to right): 


Smith. 


Marilyn Hampton, Carolyn St. Clair, Mikelle Hildebrond, Lee 


General Mills Top 
Sponsor on ABC 


New York, Jan. 4—American 
Broadcasting Co. has reported es- 
timated gross billings of $35,124,- 
625 for radio during 1950, com- 
pared with $42,342,225 for the pre- 
ceding year. 

ABC estimates its 1950 gross on 
TV time sales at $6,470,510, against 
$1,391,991 in 1949. 

General Mills, for the fifth year, 
was the top radio spender on the 
radio network, with expenditures 
of $4,910,766. The company also led 
the TV list with $476,374. 

In agency rankings, Dancer-Fitz- | 
gerald-Sample ($5,381,248) and J.| 
Walter Thompson Co. ($2,662,632) 
placed first and second in radio | 
time buying. Young & Rubicam 
($858,334) and D-F-S ($590,409) 
were the leaders in TV. 


e Product classification rankings | 
in radio: food, $10,893,839; drug | 
and toilet goods, $7,099,430; tobac- 
co, $4,317,668. In television: auto- 


mobiles, trucks and accessories, 
$1,285,332; food, $1,138,053; bever- 
ages, $844,557. 
Top ten radio advertisers: 
1. General Mills $4,910,766 
2. Swift & Co. 2,696 534 
3. Sterling Drug Inc. 2,312,512 
4. Philip Morris & Co. 2,153,557 
5. P. Lorillard Co 1,942,056 
6. Philco Corp. 1,618,996 
7. Gillette Safety Razor Co. 1,412,661 | 
8. Serutan Co. 1,073,382 
9. Quaker Oats Co. 955,010 
10. H. J. Heinz Co 943,678 
Top ten radio agencies: 
1. Dancer-Fitzgerald-Sample $5,381,248 
2. J. Walter Thompson Co. 2,662 632 
3. Cecil & Presbrey 2,652,439 
4. Maxon Inc. 1,667,408 
5. Lennen & Mitchell 1,648,283 | 
6. Hutchins Advg. Co. 1,618,996 
7. William H. Weintraub 
& Co. 1,241,295 
8. Kudner Agency 1,170,891 
9. Tatham-Laird 1,075,950 
10. Roy S. Durstine Inc 1,073,382 
Top ten TV advertisers: 
1. General Mills 476,374 | 
2. P. Lorillard Co. 457,675 
3. Admiral Corp. 359.429 
4. Goodyear Tire & Rubber Co 350 608 
5. Canada Dry Ginger Ale 315.216 
6. Chrysler Corp 302,010 
7. Packard Motors 279,992 
8. Schlitz Brewing Co. 227,733 
9. Phileo Corp. 222,077 
10. Blatz Brewing Co. 197,727 
Top ten TV agencies: | 
1. Young & Rubicam 858.334 
2. Dancer-Fitzgerald-Sampie 590.409 
3. Lennen & Mitchell 457,675 
4. Ruthrauff & Ryan 396,347 | 
5. Kudner Agency 374,929 
6. J. M. Mathes Inc 315.216 
7. Hutchins Advertising Co 222,077 
8. Brooke, Smith, French & 
Dorrance 212,850 
9. McCann-Erickson . 208 633 
| 10. Kastor, Farrell, Chesley & 
GENS cnanmmunssimannens SCSER 


| several 


| ates’ contracts will probably come 


| of one of NBC’s most powerful sta- 


NBC Siations’ Opposition Halts 


: 


Talk of Nighttime Radio Rate Cut 


(Continued from Page 1) 
in network rates is untimely and 
unwarranted in view of the fact 
that network radio continues to of- 
fer advertising values-greater than 
competing media, that recent 
changes in the national economic 
picture indicate that these values 
will increase in the period ahead, 
and that broadcast operating ex- 
pensés are continuing to rise. 

“Since the affiliates have ex- 
pressed themselves in detail on the 
matter, the meeting originally 
scheduled for Jan. 10 for discussion 
of the question between NBC and 
the stations will not be held at this 
time.” 
s Although the stations have, for 
the time being at least, succeeded | 
in holding their price line, in-| 
formed radio circles say NBC still 
feels an adjustment in AM eve-| 
ning rates in big TV markets 
should be made and is looking for 
another reduction formula which 
will be more acceptable to its af- 
filiates. 

In checking with NBC affiliates, 
AA was told, in general, that “the 
argument is over,” and that in 
instances stations which 
have been waiting to re-sign affili- 


to terms with the network now. 


e “No major affiliate wants to 
precipitate a war in the radio in- 
dustry at a time when the nation’s 
economy is so unsettled,” the head 


tions—a sta.ion which will prob- 
ably renew its contract this week 
for a year—pointed out. 
Another suggested: | 
“Maybe NBC should start think- | 


| ing in terms of a different kind of 


radio. They |concentrate mostly on | 
40 or so top agencies. What about | 
the others and some of the many | 


advertisers who have never used| R 
\ radio? 


“Eventually radio probably will 
have to be tailored in packaging 
to meet the buyer’s needs. Maybe 


| we can interest buyers in alter- 


nate-week and participating spon- 
sorship such as TV offers. Thir- 
teen weeks of radio don’t neces- 
sarily have to be consecutive 
weeks.” 


s In a number of cases, affiliates 


|told AA they felt that NBC's to 


management deserves credit fc 
the forthright manner in which i 
explained the reasons for cancel 
ling the meeting and postponin 
the rate reduction 

Affiliated stations appear to t 
convinced that, should the rate cu 
idea again arise, the network wi 
hold consultations with its station 
before any decisions are made. 

Owners and managers of sta 
tions which opposed the rate slash 
es seem to be quite willing to sup 
ply the network with facts, figure: 
and other data on local AM audi 
ences which would help NB 
rebuild its nighttime networ 
radio sales arguments. 


Omaha TV Set Sales Put : 
at 55.580 As of Dec. 15 
t sales in the area covered 

by WOW-TV, Omaha, reached 
55,580 as of Dec. 15, according to 
figures of the Nebraska-lowa Elec- 
trical Council. Figures reported for 
this area in AA's “broadcast ad- 
vertising section,” Dec. 11, were 
35,300 as of Oct. 1 

WOW-TV also reports that the 
projected rate change for that sta- 
tion reported in the Dec. 11 issue 
was incorrect. Its rate, prior to Jan. 
1, 1951, was $250 per hour. The cur- 
rent rate is $350 per hour for na- 
tional spot accounts and $400 for 
network. 


Buys ‘Southwest News’ 

The Southwest Citizen, Lake 
Charles, La., a daily and Sunday 
newspaper which started publica- 
tion in 1949, has purchased the cir- 
culation list of the Southwest 
News, a Sunday picture magazine 


| supplement in Lake Charles, and 


the News will be included as a 
magazine supplement in the Sun- 
day issue of the Citizen. 


Appoints Horton-Noyes 

Horton-Noyes Co., Providence, 
. L, has been named by Ameri- 
can Hardware Corp., New Britain, 
Conn., to handle the advertising 
for all of its divisions. The agency 
has been handling the Russell & 
Erwin division since 1945. 


Names George Higgins V. P. 


George J. Higgins, formerly man- 
ager of WISH, Indianapolis, has 
been named vice-president in 
charge of sales of KMBC and 


KFRM, Kansas City, Mo., effective 
Feb. 1. 


Sy ee ae ee oe aaee ba oe ma oO! ere eee ee a aces i a i eee interes + re 
ae eee J ie eS ss ea) é Se 7 ‘aan et 9 eee sce en ae oar % ‘ be he _ pole. 10s 2. Neues am 
hae ae ae Oe ee. Saenoe OO  —E : .° +n >. a tag 
C7 amet ee mem Bots too. ae 5 ‘+ pee is rae) ae py pee : ae ‘ % . * ‘ Nb Pe er 
sy Nae aes 
a oa Te eae 
~ » ry ee ap 
gr a 
ae - 
ee 55 Rate 
BEN 
— “dba ® met ; me Pay eS on 
o - } a. 4 

ae ta i wr : 4 : “ : a i 
ae = = . : | f hs ee 
vet seer , ' - - % fra 
ic. : pan sta 
‘P w = t . L 7 . 7 ee 
im ‘ee .:, 
er > =- + “ et 
Bo) —.. = “ SS ae 
bo a + as 
i te . ; Nae 
ie ' teh Vs 
: : ~. \ f : ue 
: 4 is Be 

- tr 3 ‘ mp 
; us ie ! ie oo \ Pa i Be 
‘ a re ae en oS 
ee . ' a ae 
1 [ae as @ | fie { iy Sei 
— e fame 4 
I " ¢ te I ‘ 3 oe : Lea, Pe 
es oe : ae AS 
iq 4 A aS 
f i i 
. ’ ete 
i Bie ae 

, ‘ : rien T1 
: ’ “ae 
ae : | ‘ : PS ee 

- vf : , ' oe hae 
— 4 ) Pit « 
“i mi i Ree 1s 
o - , >, ae 
& ; ‘ \ i ; , ie td 

r ; apres 

eet ; eae 

eS Ht ae ae 
ee zZ \ \ os ea 
-~ —— PS mat fy ee 
‘ ‘ To - : ene 
1 i ao —™ ey . 
a ee sce; Po 
ee is 
Pci 
eC eS Beers. * 
aoe ——— - Sa 

. Raga 
Po a 
is ie 
Po ' ee a 
4 =e a e. 
heey. 
; : FED Bins ae 
ei ttf. 
r oa. 
es 
oe 

as 
. SS 
I are 4 
Brine: 
oe bo 
cc aee 2 i. 
Ne ery 

i ar bs w 

rit in, 
ea 
te 
Y mee. 
Bes 

a 

aa 

oat a 
ay 
ba et 

| ao 
Bice. 
ae 
' wee 3 

is 
Ss ae 
eee 
ma 
ye 
¢ a 
ages 

“og + we 
am 
Pe 
fig ey: 
cure Fy 
eee 
‘SC 
PA aa 
ot . at) 
Ries 
agg 
= iat 
P| as 
a Spey 
a Se 

rate 
Ce Bee 

ee 
Bs 
, 
ae 
Bibi a 
oe: 
eee 
ahs 1 

= Ee 
j if i 

pee 
eet" + 
Rey 

' fw 
ia Yue 

ae 
— BY go 
‘ . : Mp 
= . — ree 
oe SS ee ete ee ee 1 4 Sa Bae a. Se a is Se Mea wat 
ch han SO Mee) 25 at ca Seg: Seo La ae oy  Saae ES {yjt Peer % 7... | eee 
era ie on ets eS Piet A ae tS an et cee) |= ge eee an (oem ‘ Beer ae mF x , Se Gi See 


56 


* 


IEEE GN Terk EIS OY Pe PELE) Me. 


a.) 
7 


Along the Media Path 


e “The Story Behind the Ohio 
Select List Market” is the title of 
a new 16-page two-color brochure 
issued by the 51 Ohio Select List 
newspapers. The booklet contains 
data on color requirements, auto- 
motive registrations, and food, 
drug, beer, wine and liquor sales, 
plus data on holiday publication 
schedules. Copies are available 
from John W. Cullen Co., pub- 
lishers’ representative. 


e A new 12-page reader study 
has been issued by Varsity. Data 
covers age, schoo] attendance, em- 
ployment, income, family charac- 
teristics, readership, clothing pur- 
chases, sports, hobbies, recreation, 
soft drink and candy consumption 
and influence on family purchases. 


e Latest promotion piece of the 
Ne 
includes figures on general ad- 
vertising, display linage, depart- 
ment store ads and retail advertis- 
ing in New York papers for the 
month of November, 1950, as com- 
pared with November, 1949. 


e@ Today's Woman reports that 
November, 1950, advertising linage 
was up 9,643 lines (43.6%) over 


When in need of 


MARKET INFORMATION 


consult your 
magazine representative 
Thousands of dollars are spent annually 
by publishers on market research. 
Their findings are available to you AT 
NO OBLIGATION thru your magazine 
representative. 
Phone MAdison 6-9395 


KIMBALL, “MENNE CO. 


1052 W. 6th St los Angeles 17 


w York World-Telegram & Sun | 


Magazine and the Sunset book 
| division, except for the advertising 
| sales department, which will con- 

tinue to be located in San Fran- 

cisco. The company will continue 
to print Sunset in Los Angeles. 


November, 1949. In the ten-month | 


period from January to November 
last year, linage was up 58.5%, as 
compared with the corresponding 
period in °49. 


e Chain Store Guide, an affiliate 


of Chain Store Age, has published | 


a complete list of every grocery 
and supermarket chain in the U.S. 
Titled “1951 Chain Grocery & Su- 
permarket Guide,” the directory is 
priced at $20. It also lists addresses 
of food chain buying headquarters, 
branch buying offices and execu- 
tives and buyers. 


@ The January issue of Esquire’s 
Apparel Arts carries the largest 
amount of advertising linage in 
the publication’s history. The is- 
sue contains the annual Brand 
Name Directory and _ editorial 
material emphasizing the impor- 
tance of brand name selling to re- 
tailers. 


e A 26-minute film, “The World- 
Herald Story,” has been completed 
by the Omaha World-Herald. It is 
available to interested organiza- 
tions. 


@ More than 1,500 chain and in- 
dependent drug stores are expect- 
éd to tie in with Look’s pre-Easter 
drug selling promotion, based on 
the theme, “Your drug store helps 
you keep that healthy American 
look.” An editorial feature, adver- 
tiser tie-ins and free merchandis- 
ing kits will be used. 


e Lane Publishing Co., San Fran- 
cisco, has begun construction of a 
new home for Sunset Magazine 
on a seven-acre tract In Menlo 
Park, Cal. It is expected to be 
ready for occupancy in August, 
1951. The new $250,000 building 
will house all offices of Sunset 


@ Sell the News readers 


@ and you sell the 


@ WHOLE BUFFALO MARKET 


Write for DATA BOOK 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


e Latest promotion gimmick used 
by Station KECA-TV, Los Angeles, 
is a group of fan mail post cards 
addressed to Grace Lawson, hostess 
of the station’s “Adventures in 
Food” show. The cards carry an 
| imprint to the effect that “this is 
an actual card, one of 5,119 such 
cards” addressed to the show in 
the five weeks that it has been 
telecast. 


brated its 75th anniversary Jan. 3 
with stories and photographs re- 
viewing the paper’s early days. 

Founded by Victor F. Lawson 
and Melville E. Stone in 
“with more faith than capital” 
backing, the paper grew steadily 
through the years. “Circulation,” 
the News declared, “has climbed 
to the highest point in history... 
Last November, the average daily 
sale was 562,824.” 

Victor Lawson became sole own- 
er of the paper in 1888, when he 
bought Stone’s interest. In 1898, 
he organized the Chicago Daily 
News Foreign Service, “the first 
worldwide news-gathering organ- 
ization ever created by a news- 
paper.” 


A. Strong in 1925 and, in 1931, 
control passed to Frank Knox, Sec- | 
retary of the Navy from 1940 to} 


sold controlling interest to John 
S. Knight, publisher of Detroit 
Akron and Miami papers. 


e RCA Victor credits a series of 
local radio station promotions of 
its “The $64 Question” program 
with adding about 300,000 addi-| 
tional homes to the program’s 
dience since Sept. 9. Seventy-three 
of the 143 NBC stations carrying 
the show participated in the pro- 
motion, in cooperation with RCA 
Victor dealers. Spot announce- 
ments, newspaper ads, window dis- 
plays, auto pennants, posters, etc., 
all were used. 


e Eastern Publishing Co., Jenkin- 
town, Pa., is using copy in The 
New Yorker, The Saturday Review 
of Literature and Time, plus radio 
spots, to plug its new digest-type 
slick paper magazine, Check. 


e@ The Chicago Daily News cele- 


1876, | 
for | 


The paper was sold to Walter | announced the 


au-| 


| the Long Beach, Cal., 
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National Nielsen-Ratings of Top Radio Shows 
Week of Nov. 19-25, 1950 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Programs (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,541) (8.7) (+02) 
1 Lux Radio Theater (CBS, Lever Bros.) . 8,506 20.9 +12 
2 Jack Benny Show (CBS, Lucky Strike) . 8,262 20.3 +2.0 
3 4 Charlie McCarthy Show (CBS, Coca-Cola) 6,919 17.0 +0.7 
4 5 Godfrey's Talent Scouts (CBS, Lever Bros.) 6,756 16.6 +25 
5 3 Amos ‘n’ Andy (CBS. Lever Bros.) 6.716 16.5 —0.5 
6 10 Walter Winchell (ABC, Richard Hudnut) 6,553 16.1 +3.3 
7 9 My Friend Irma (CBS, Lever Bros.) 6,186 15.2 +23 
8 6 Red Skelton (CBS, P&G) .... 6,105 15.0 +11 
9 16 Mystery Theater (CBS, Sterling) 5,983 14.7 +28 
10 8 Mr. Chameleon (CBS, Sterling) ..... 5,942 14.6 +15 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL veeoemeened (2,116) (5.2) (+0.1) 
1 1 Beulah (CBS, errr 4,843 119 +13 
2 3 Lone Ranger (ABC, General Mills) 3,867 9.5 +08 
3 2 Oxydol Show (CBS, P&G) .......... 3,826 9.4 +0.7 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,076) (5.1) (—0.1) 
1 1 Arthur Godfrey (CBS, Liggett & Myers) .... 4,070 10.0 +0.6 
2 5 Our Gal, Sunday (CBS, Whitehall) .......... 3,582 88 +08 
3 2 Romance of Helen Trent (CBS, Whitehail) Pe 3,541 8.7 +0.2 
a 6 Challenge of the Yukon (MBS, Quaker Oats) .. 3,378 8.3 +05 
5 3 Ma Perkins (CBS, P&G) ................ 3,297 8.1 4 
6 8 Arthur Godfrey (CBS Nabisco) joneds 3,175 7.8 +0.4 
7 a Wendy Warren (CBS, General Foods) ..... 3.134 7.7 -0.5 
8 11s Arthur Godfrey (CBS, Gold Seal) ....... 3,134 7.7 +05 
9 7 Big Sister (CBS, P&G) 3,093 7.6 —0.1 
10 10  F 64 lee 3,093 7.6 +0.2 
| DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,302) (3.2) (+0.1) 
1 1 True Detective Mysteries (MBS, Williamson) ...... 3,867 9.5 +10 
2 2 Shadow (MBS, DL&W Coal-Grove Labs.) ..... 2.849 7.0 +12 
3 8 Symphonette (CBS, Longines-Wittnawer) .......... 2, 6.3 +3.0 
DAY, SATURDAY (AVERAGE FOR ALL seenemnanes (2,401) (5.9) (+0.7) 
1 Armstrong Theater (CBS) . ‘ 4,762 11.7 +18 
2 2 Stars Over Hollywood (CBS. Armour) 411 10.1 +11 
3 3 Grand Central Station (CBS, Pillsbury) . 4,029 9.9 +13 


Buys Kaufmann Bros. & Bondy 
and Reiss-Premier Corp. 


Associated Products Inc., Chica- 
| 80, maker of 5-Day deodorant pads 
{and Quickies cleansing pads, has 
purchase of Kauf- 
mann Bros. & Bondy Inc., New 
York, and Reiss-Premier Corp., 
| West New York, N. J. The former 


1944. Executors of the Knox estate| is the sales organization and the 


latter the manufacturing company 


| for Yello-Bole, Monterey and Kay- 
*| woodie pipes. No changes in opera- 


tion or personnel have been an- 
| nounced. 


| Buckley Absorbs Martin 


Buckley Organization, Philadel- 
| phia, has absorbed the entire Mar- 
tin Agency, Philadelphia, its staff 
and accounts. George C. Martin, 
founder of the Martin Agency, will 
function as service director of the 
Buckley Organization and _ will 
continue to service the accounts 
formerly handled by his agency. 
Other members of his staff also be- 
come part of Buckley. 


Transfers Galbraith 


Don M. Galbraith has been 
named manager of the Phoenix 
office of Foster & Kleiser Co., out- 
door advertising concern. He was 
formerly in charge of leasing at 
branch. 


Wilson Sends House Organ 


Wilson & Co., Chicago, with its 
most recent dividend check, of- 
fered to send its stockholders a 
copy of the Christmas issue of 
“Certified News,” the company’s 
employe publication. Almost 40% 
of the stockholders asked for a 
copy. 


Offers Special Rate 


The Sunday Herald, Bridgeport, 
Conn., is offering a special $5 
yearly subscription rate for men 
and women in the U. S. and UN 
armed forces. The saving of $2.50 
from the regular annual rate par- 
allels that in effect during World 
War II 


Kinzie Joins Tracy-Locke 


Harry Kinzie, formerly copy 
chief of the Washington office of 
Gardner Advertising Co., has 
joined Tracy-Locke Co., Dallas, as 
associate copy chief. 


ANGST LABELS| 


The AMERICAN LABEL CO. 


ANOTHER 
| REASON 
You 
WILL 
LIKE 


WESTERN NEW YORK’S GREAT NEWSPAPER 


photo engraving company 


116 
CHICAGO 6, 
TELEPHONE: 


SOUTH CLINTON ST. 
ILLINOUS 
FR-2-6343-44-45 
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Secretary Marrhall Hesitant 
Because of Past ‘Clearances’ 

WASHINGTON, Jan. 4—Big as it 
is, the 1952 federal budget is still 
not all-out mobilization. It’s essen- 
tial to keep this in mind when 
you look ahead into 1951. 

The armed forces will be at 
about a third their World War II 
peak, and will be taking only about 
half as much of the national out- 
put. 


Less-than-total mobilization is a | 


calculated risk endorsed by De- 
fense Secretary George C. Mar- 
shall, who has seen the services 
seuttled after two world wars. 
Marshall fears all-out mobilization 
now would again lead to all-out 
demobilization in the event of a 
long stalemate. 

Less - than -total mobilization 
means that there will be more ma- 
terial and capacity for consumer 
goods than there was in 1944. Be- 
fore long we will have to decide 
what kinds of civilian goods to 
make, and who are to make them. 


e ” . 

Mobilization Chief Charles E. 
Wilson hopes that industrial ex- 
pansion will eventually restore a 
sort of “normalcy” to America’s 
mobilized economy. He says ex- 
panded production is the best anti- 
dote for inflation. The faster we 
increase production of “certain 
short items,” he contends, “the 
faster we will catch up on military 
requirements and maintain a large 
portion of our civilian production. 

“I have no intention, and hope 
it will not be necessary, to main- 
tain an economy of scarcicy,” he 
promises. 

. 7 . 

The Senate’s new majority lead- 
er is a specialist in legislation im- 
portant to business and advertising 
media. Sen. Ernest W. McFarland 


SieKus Write for booklet 
servic 
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By STANLEY E. COHEN, Washi 


Editor _ 


(D., Ariz.) was second-ranking 
Democrat on the interstate and 
foreign commerce committee, and 
the committee’s top man on com- 
munications. 

His bill reorganizing the FCC 
passed the Senate last year but wes 
stymied in the House. Sen. McFar- 
land is a luke-warm administra- 
tion man. He supported the so- 
called basing point bill, subse- 
quently vetoed by the President. 

+ - ” 

The Supreme Court ruled Mon- 
day that, although Calvert Distil- 
lers Corp. and Seagram-Distillers 
Corp. are both subsidiaries of Dis- 
tillers Corp. Seagram Ltd., they 
are competitors and cannot law- 
fully agree to fix maximum resale 
prices of their whiskies. 

The high court’s unanimous rul- 
ing was in favor of an Indiana 
liquor distributor who stands to 
gain $1,025,000 in damages. The 
wholesaler was unable to sell Cal- 
vert in Indiana because Calvert 
said it had “to go along with Sea- 
gram” in its pricing policies, the 
court said. Seagram previously 
had refused to permit sales at less 
than the maximum resale price 
level. 

The opinion reaffirms earlier an- 
ti-trust rulings on price-fixing, and 
Justice Black also said past deci- 
sions have held that “common 
ownership and control does not 
liberate corporations from the im- 
pact of the anti-trust laws.” 

* * - 

Census Bureau's population ex- 
perts anticipate a new wave of 
babies, beginning late this year 
and gathering momentum in 1952. 
Basis of their guess: a 15% in- 
crease in marriage rates in the 
second half of 1950. 

The nation is top-heavy with 
youngsters. For the second time 
in its history, it had 3,000,000 ba- 


| bies in 1940. Then it got 3,000,000 


in each of the six succeeding years, 
and 3,500,000 in each of the next 
four years. 

Now, a third of all persons un- 
der 21 are less than five years 
old. 

From the standpoint of national 


Before Choosing Any 


Printing Paper—Look At 


KIMBERLY-CLARK 
COATED GRADES 


New HIFECT* Enamel - with sulphate-cooked 
fibers added, foldability, dimensional stability make 
Hifect ideal for covers or any fine letterpress printing. 


New LITHOFECT*-— provides a moisture-and-pick- 
resistant coating for offset printing. Offers outstanding 
foldability. Renders colors without loss of density. 


New TRUFECT*— whiter, smoother, folds even 
for letterpress, offers 
faster ink setting time, greater press dependability. 


New MULTIFECT*~—an economy sheet for volume 
printing. Has added strength, better foldability, 
greater uniformity ream-on-ream than ever before. 


better than before. Trufect, 


*r mw REG. U.S PAT. OFF. 


defense, it’s a ratKer sad story. The | 
youngsters are, for the moment, | 
a military liability. Moreover, the 
age group 10 to 20, which supplies 
fresh military manpower, has de- 
clined 2,000,000 from 1940, re- 
| flecting the low birth rates of de- 
| pression years. But of course we 
| wouldn't swap these kids for any- 
| thing. 
7 * e 

Before preaching to Americans 
about the need to protect the free 
enterprise system, be sure to see 
| the last instalment of Federal Re- 
serve Board’s 1950 survey of cen- 
sumer finances, reported in AA 
last week. According to the sur- 
vey, all but 8% of Americans own 
a substantial “property”—home, 
car, bank account, etc. 

That may be a clue to their in- 
difference to “free enterprise” ads. 
People who own property general- 
ly have a pretty good instinct for 
self preservation. Ads _ which! 
“preach” to them may be firing too | 
low. 

Incidentally, Federal Reserve is 
making a new survey of consumer 
earning, spending and saving, cov- 
ering the calendar year 1950. Field 
work is done by experts of the Sur- 
vey Research Center of the Uni- 
versity of Michigan. Interviews are 
to be completed by March. 

. e © 

If materials and manpower are 
available, 1951 will apparently be 
a record year for industrial ex- 
pansion, for a special government 
survey shows industrial] construc- 
tion plans running 20% ahead of 
1950 (15% in terms of deflated 
dollars). Commerce Department 
says it can’t all happen. There sim- 
ply won't be enough material. 


Committee of Editors Named 
to Aid Defense Mobilization 


National Conference of Busi- 
ness Paper Editors, New York, has 
appointed the following committee 
of editors to cooperate with the 
Office of Defense Mobilization: 
James G. Lyne, chief editor of 
Railway Age and president of Sim- 
mons-Boardman Publishing Corp.; 
Godfrey Lebhar, Chain Store Age; 
Dr. Sidney D. Kirkpatrick, Chem- 
ical Engineering; Eldridge Peter- 
son, Printers’ Ink; Philip W. Swain, 
Power and Operating Engineer; 
Julien Elfenbein, Haire Publish- 
ing Co. 

Others named are: L. C. Mor- 
row, Factory Management & Main- 
tenance; C. O. Willson, Oil & Gas 
Journal; Evan Just, Engineering & 
Mining Journal; Richard W. Porter, 
Paper Industry; T. C. Dumond, 
Materials & Methods; Burnham 
Finney, American Machinist; Rob- 
ert S. Aitchison, Industrial Mar- 
keting; Walter F. Crowder, Indus- 
trial Distribution, and Frank Law- 
ler, Food Industries. 


Hickok Maps Spring Drive 


Hickok Mfg. Co., Rochester, N. 
Y., maker of belts, buckles, sus- 
penders, garters and men’s jewelry, 
will spend approximately $160,000 
in spring advertising for its line, 
through Kastor, Farrell, Chesley 
& Clifford, New York. The promo- 
tion will break in the Feb. 10 issue 
of Collier’s, followed by four-color 
pages and half-pages divided 
among Esquire, Life, Look and The 
Saturday Evening Post. Hickok’s 
total advertising and merchandis- 
ing budget for 1951 is $1,000,000, 


| according to Ray C. Brewster, vice- 


president in charge of sales. 


Harshe Adds New Division 


Wm. R. Harshe Associates, New 


| York and Chicago public relations 


concern, has established a publica- 


| tions division to produce brochures 


for its clients and to take over 
other editing and publishing as- 
signments, including house organs 
and publications for special events. 
Robert I. Salins, account execu- 
tive, will head the new division. 


Names Beaumont, Heller 
Horace T. Potts Co., Philadel- 
hia, has appointed Beaumont, 
eller & Sperling, Reading, Pa., 
to direct the promotion for its 
Speedline corrosion-resistant fit- 
tings. Trade publications and di- 
rect mail will be used. 


THE 
BIGGEST 
INDUS- 


EXCLUSIVE IN 
JANUARY ISSUE 
OF 


INDUSTRY 
POWER 


The Magazine for the 
Plant Engineering Group 
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|W. Frank McClure, 


Prominent Chicago 
Adman., Dies at 73 


Cuicaco, Jan. 3—W. Frank Mc- 
Clure, 73, prominent figure in 
Chicago advertising circles for 


nearly 30 years, died yesterday at 
Wilmette. 


his home in 
He had _ been 
in semi-retire- 
ment for sever- 
al years. 

In 1931, after 
nine years as 
vice-president 
in charge of the 
Chicago office | 
of Albert Frank | 
& Co., Mr. Me- | 
Clure joined 


nearby 


Carroll Dean | 
Murphy Co. 
here as vice- a 


president and principal. 
@ When the Murphy organization 


Co. in August, 1935, Mr. McClure 
operated his own organization for | 
nearly two months, servicing sev- 
accounts he had handled} 
when he was with Murphy. 

In October, 1935, he merged his | 


|organization with Critchfield & 
|Co., and became executive vino | 


| president and a director of the ALBERT S. HOWELL 


agency. | 

Late in 1940 he joined forces 
with William Noble Lane, John S. 
Lane and John Benson, to form 
the Lane, Benson & McClure agen- 
cy. He was executive vice-presi- 
dent and general manager. 


e Mr. McClure probably was best 
known for his activity in both lo- 
cal and national advertising circles. 

He was a leader in getting Chi- 
cago advertising organizations to- 


gether under the banner of the 
Chicago Federated Advertising 
Club, and served as the new 
body’s first president. He also 
founded the Advertising Council of 
the Chicago Assn. of Commerce. 
For nine years he was chair- 
man of the National Advertising 
Commission; for two years he 
served on the executive board of 
Advertising Federation of Ameri- 


|ca; and at one time he was a di- 


rector of the Chicago Better Busi- 
ness Bureau. 

He is survived by his widow, 
a daughter, and a son, Lawrence 
F. McClure, publisher of Hunting 


| & Fishing. 


W. G. STROMQUIST 

Cuicaco, Jan. 2—Walter G. 
Stromquist, 52, vice-president and 
general sales manager for Mason- 


ite Corp., died of a heart attack | 


yesterday. 

Mr. Stromquist joined Masonite 
in 1937 as assistant sales man- 
ager, after having served six years 
as vice-president in charge of 
mainland sales operations for Ha- 
waiian Cane Products Ltd. 

In 1943 he was promoted to as- 
sistant vice-president in charge of 
sales and merchandising, and four 
years later assumed the post he 
held at the time of his death. 


Cuicaco, Jan. 4—Albert S. How- 
ell, 71, co-founder of Bell & How- 
ell Co. here, died yesterday after 
a brief illness. 

Mr. Howell and the late Don- 
ald Bell founded the company in 
1907. Mr. Howell was vice-presi- 
dent until 1940, when he retired, 
officially, although he continued 
direction of a special engineering 
project. He became chairman of 
the company in January, 1949. 
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TORONTO 
DAILY 
STAR 


Now 403,227 


(Copies Daily) 
Pub. Statement ABC Sept. 30, 1950 


80 KING ST. WEST, TORONTO 
IN MONTREAL — UNIVERSITY TOWER BLDG. 
IN U.S.A.— WARD-GRIFFITH INC. 


She 
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growing and improving 


UILD 
IGGER 
USINESS 


... because it is a major factor in the 


soft drink in- 


dustry. The AMERICAN BOTTLER 
helps you by putting your message 
before those who buy: Key in-the- 


plant personnel. The 


AMERICAN 


BOTTLER is first in circulation because 
it is first in readership and service. Let 
it help you . . . build bigger business! 


THE AMERICAN BOTTLER HAS THE HIGHEST ABC CIRCULATION; 
Highest total net paid; total beverage bottling plants; 


HIGHEST GRAND TOTAL! 


131 W Lafayette 


Superior 7 6092 w 


St. 
dward 2.7298 


nes > 
\ are: 


TA Bsttler' 


Toylor 0888 


Three of his early inventions 
were credited with eliminating the 
flicker from motion pictures and 
permitting mass distribution of 
films by enabling additional copies 
to be made inexpensively. 


EDWARD E. HILL 

Worcester, Mass., Jan. 2—Ed- 
ward E. Hill, 58, executive vice- 
president of Station WTAG here, 
died at his home of a heart attack 
on New Year’s Eve. 
| He joined WTAG in 1938 as 
| managing director and was named 
| executive vice-president five years 
ago. From 1929 to 1939 he was 
station manager of WORC. Active 
in the Columbia Broadcasting Sys- 
'tem, Mr. Hill in 1945 was elected 
' secretary of the CBS affiliates ad- 
visory board and held that position 
at his death. 
| During the war, he was a mem- 
| ber of the Radio Technical Plan- 
ning Board. He helped in organi- 
| zation of the New England Major 
|Markets Group, a regional net- 
| work of seven stations. Under his 
direction, WTAG was one of the 
first stations to set up an experi- 
mental frequency modulation sta- 
tion which later became WTAG- 
FM. 

Under Mr. Hill’s management, 
WTAG’s international project, 
“Worcester and the World,” was 
recognized in 1944 as the nation’s 
finest radio project by the Du Pont 
Foundation, the George Foster 
Peabody award committee, and 
theater and radio trade publica- 
| tions. 


DUNCAN FORBES 

Cuicaco, Jan. 5—Duncan Forbes, 
midwestern manager of American 
Exporter since 1923, died suddenly 
here yesterday at the age of 70. 
|A native of England, Mr. Forbes 
| spent most of his life in this coun- 
‘try. Before joining American Ex- 
porter, he was with La Hacienda, 
and previously had been associated 
| with Export American Industries, 
published by the National Assn. of 
Manufacturers. 


GEORGE V. BURTH 

BurraLo, Jan. 2—George V. 
Burth, 58, advertising manager for 
Neisner Bros., died Dec. 26 in a 
local hospital. 


ROBERT ZEIGLER 

CHARLESTON, S. C., Dec. 26—Ro- 
bert M. Zeigler, 46, director of ad- 
vertising of the Charleston News 
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Probers Insist 


Lobbying Rules 
Also Cover Ads 


(Continued from Page 1) 
most of the money spent to influ- 
ence legislation was spent for ad- 
vertising and pamphleteering. He 
said the Lobbying Act applies to 
this form of “indirect lobbying.” 

Meanwhile, the House commit- 
tee investigating campaign ex- 
penditures criticized the South 
Bend Tribune for running ads in 
opposition to Rep. Thurman C. 
Crook (D., Ind.) free. The commit- 
tee said the ads should have been 
signed by the publisher. 
| Rep. Crook’s request that the 
election, in which he was defeated, 
be set aside was denied by the 
committee. It said the Tribune ads 
probably did not affect the out- 
come. 
| The expenditures committee 
called for a complete revamping 
of the Corrupt Practices Act. 

It said the present $3,000,000 
limit on expenditures of national 
| committees is “unrealistic.” It also 
said the ceiling on contributions to 
jand expenditures by individual 
|} candidates should be raised, and 
| that a limit on expenditures should 


| be applied to party primaries. 


|& Courier and Post, died Dec. 19. 
| Mr. Zeigler joined the advertis- 
| ing staff of the Post in 1924 as a 
salesman. He was made advertis- 
ing director in 1942. 

In 1945 he was president of the 
Carolinas Advertising Executives 
Assn. 


GEORGE T. WALNE 

LovuIsvVILLE, Jan. 3—George T. 
Walne, 46, vice-president of Gen- 
eral Box Co., died yesterday of a 
heart attack while en route to his 
| home here. 
| Born in Vicksburg, Miss., Mr. 
Walne was graduated from Tulane 
University in 1926 and joined the 
sales force of General Box the same 
| year. He was at one time adver- 
tising and sales promotion manager 
with the company. 


Canada Bread Names McAdam 
Walter G. McAdam has been ap- 
inted general sales manager of 

Canada Bread Co., Toronto. 


TURN OFF 
THAT 


Smart people using Pontiac's 
SIX UNIFIED SERVICES never 
burn the midnight oil fretting 
over production details. One 
call to Pontiac and we pro- 
duce your job complete from 
rough layouts to electrotypes. 
Any combination of two, three 
or more Pontiac services 
eliminate those extra phone 
calls and unnecessary check- 
ing. Let Pontiac coordinate 
your efforts and relieve you 
of your production problems. 


UNIFIED 
SERVICES 


COLOR PROCESS 
PHOTOENGRAVING 
ELECTROTYPING 
PHOTOGRAPHY 
TYPOGRAPHY 


; ENGRAVING & ELECTROTYPE CO. 
812 W. VAN BUREN ST. * CHICAGO 7, ILL. 
Telephone HA ymarket 1-1000 
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Broadcast Ad 
Bureau Names 
Ryan President 


WASHINGTON, Jan. 4—The newly 
formed Broadcast Advertising Bu- 
reau Ine. has picked as_ its 
president William B. Ryan, who 
came here only nine months ago 
to reorganize the National Assn. 
of Broadcasters. 

With Mr. Ryan’s appointment, 
radio’s $1,000,000 sales promotion 
arm expects to be in full operation 
by April 1. 

Robert D. Swezey, WDSU, New 
Orleans, chairman of the commit- 
tee organizing BAB, said Mr. Ryan 
will meet with the committee dur- 
ing the next two weeks, and will 
move to BAB’s New York head- 
quarters Feb. 1. 

For the present, he is to be on 
leave of absence as general man- 
ager of National Assn. of Broad- 
casters, but will supervise 
management of the association 


through an assistant, who will be | 


stationed here. 
Mr. Ryan’s starting salary at 
BAB is $36,000 per year. 


s During his nine months at NAB, 
Mr. Ryan effected far-reaching 
realignments. At his suggestion, 


the board eliminated a vast su-/| 


perstructure of advisory commit- 
tees, replacing them with func- 
tional committees for AM, FM and 
TV. Recently he participated in the 
formation of a plan to give TV 
autonomy within the organization, 
including its own board of direc- 
tors. 

Before joining NAB's staff, Mr. 
Ryan had been a member of the 
board, and was once chairman of 
Broadcast Advertising Bureau in 
the early period when the bureau 
was a department of the associa- 
tion. 


a The plan for a separate BAB 
was approved by the board in 
June. Under the present program, 
NAB members are to get BAB 
services beginning in April by des- 
ignating that 30% of their asso- 
ciation dues go to BAB. Members 
not wishing BAB service will re- 
ceive a 30% reduction in dues. 
Complete separation will occur in 
April, 1952. 

Justin Miller, president of NAB, 
said that the manner in which 
NAB has _ progressed 
months demonstrates Mr. Ryan’s 
ability as an executive. 

“I am confident he will demon- 
strate his abilities again, both as 
an organizer and as a salesman, 
as head of BAB,” he said. 


Borden Co. Ups Catherwood; 
Appoints Five Others 


Harold Catherwood, district sales 
manager in Chicago for the Borden 
Co.'s grocery products division, has 
been promoted to product mer- 
chandising manager for Borden’s 
Eagle brand and household brands 
of condensed milk, with headquar- 
ters in New York. 

Others appointed in the divi- 
sion are: K. Abrahamson as 
product advertising manager for 
Borden's instant coffee, mince 
meat and bulk malted milk; J. 
Berry, product merchandising 
manager for Borden's evaporated 
milk; J. E. Grimm, product adver- 
tising manager for Starlac, non-fat 
dry milk; F. T. Knapp, assistant 
to the Starlac product merchan- 
dising manager, and R. K. Van 
Nostrand, assistant to the general 
advertising manager. 


Fuller & Laux Appointed 


Fuller & Laux, New York, have 
been appointed by Ideal Women’s 
Group, New York, to handle its 
promotion. The agency, specializ- 
ing in media promotion, has moved 
its offices to 6 E. 45th St.. New 
York 17. 


the | 


in recent | 


| Last Minute News Flashes 


GE Maps Drive for New Two-Oven Range 

BripcePport, Conn., Jan. 5—General Electric Co. will push its new 
Liberator two-oven range via full-color pages in the March issues of 
Better Homes & Gardens and McCall's and b&w pages in Farm Journal, 
Progressive Farmer and Successful Farming. GE also will use a full- 
color spread in the Feb. 17 Saturday Evening Post to announce its new | 
range line. Young & Rubicam is handling the campaign. 


Huhta Joins Reach Media Department 

New York, Jan. 5—Ray H. Huhta, formerly media director of John 
A. Cairns Co. and Bermingham, Castleman & Pierce, has joined the 
media department of the Charles Dallas Reach Co., New York and 
Newark. 


DeCelle Joins B. F. Gump as Sales, Ad Chief 


Cuicaco, Jan. 5—Oliver A. DeCelle, former executive vice-president 
of Infilco Inc., has joined the B. F. Gump Co., manufacturer of mixing, 
grinding and packaging equipment, to supervise sales and advertising. 
Mr. DeCelle was with Infilco 36 years prior to removal of its general 
offices from Chicago to Tucson, Ariz., several months ago. 


_Helbros Watch on TV; Other Late News 


e Helbros Watch Co., New York, will join the list of TV advertisers 
in mid-February with a spot campaign in major cities. The company, | 
after several months’ layoff as a radio program sponsor, expects to re- | 
turn to that medium, perhaps on a network basis, at about the same 
time. Ray-Hirsch Co. is the agency. 


e@ Melville Shoe Corp. (Thom McAn shoes) has signed to co-sponsor 
21 Madison Square Garden events over WPIX, New York. This is the 
| schedule which was canceled by the local Chevrolet Dealers Assn. as 
a part of its advertising cutback because of unsettled world conditions. | 
| Neff-Rogow is the agency. Robert Hall Clothes (Frank B. Sawdon Inc.) 

and Brown & Williamson Tobacco Co. (Ted Bates & Co.) have con- 
| tracted with WPIX for a series of spots adjacent to the Garden events 
| and other sports programs. 


e Starrett Television Corp., New York, has switched agencies, moving 
from Ray-Hirsch Co. to Palmerston Advertising, Brooklyn. 


e James G. Downward, formerly Chicago manager, has been named 
manager of the New York advertising office of Time, effective Jan. 
| 15. Joshua J. D. Derry, previously of the Chicago sales force, becomes 
Chicago office manager. Royal Peterson is transferring from Time In- 
ternational to replace Mr. Derry on the sales staff. 


e Three National Broadcasting Co. executives have been advanced to 
vice-presidents. They are: George Frye, director of television sales; 
John K. Herbert, general sales manager for radio; and Frederic W. 
Wile, TV production director. 


e William J. Noonan, advertising and sales director for Bowman Gum 
Corp., has resigned, effective Jan. 10, to become an associate in the 
| industrial and business consultant firm of Worden & Risberg, Philadel- 
phia. ‘ ; 


e J. Curtis Gauntlett has been promoted from assistant advertising 
manager to advertising manager of Upjohn Co., Kalamazoo, Mich., 
| pharmaceutical manufacturer. He succeeds Stanley Morris, who is 
retiring after 30 years with the company. Mr. Gauntlett joined the com- 
pany in 1941. 


Seven-Market Study by Free & Peters 


‘Indicates Radio Is No. 1 News Source 


New York, Jan. 3—Radio is the 
top source for news, in a city as 
well as its outlying areas, accord- 
ing to a survey made last summer 
for Free & Peters Inc. by Pulse Inc. 

The report, released this week, 
|is a study of the audience and im- 
pact of seven radio news pro- 
grams in seven markets—Boston; 
Charleston, S. C.; Columbia, S. C.; 
| Pittsburgh; Philadelphia; Raleigh, 
N. C., and Roanoke, Va. Interviews 
| were conducted in 2,826 homes in 
an attempt to answer three key 


tions, or turning on a set to get the 
news. 

In the two television markets 
measured, it was found that tele- 
vision set owners do 73% as much 
listening to radio news programs as 
do non-TV owners. 


e Fifty-seven per cent of the lis- 
teners were able to identify spon- 
sors. The study showed that sales 
of radio-advertised products to 
the radio listeners were 50%| 
higher than they were among 


questions: ; . matched non-listeners. As the 
1. Do people listen to the radio frequency of listening increased, 
for news? 


the percentage of listeners buying 
the advertised brand did like- 
wise. 

The complete study,‘which is the 
third of a series of research pro- 
jects by Free & Peters, is avail- 
able at no charge by writing to! 
the radio and TV station repre-| 
sentatives at 444 Madison Ave., | 


2. Is there any difference in news 
listening between families living 
in the station city and families 
| living in surrounding towns 25 to 
| 40 miles away? 
| 3. How does television set own- 
ership affect listening to radio 
news? 


| P New York 22. 

\s Breakdowns on “city” and “out- ork 22 
side” areas were thought necessary, | 
as most research, Free & Peters /WT Gets All of Pan American 


MrAD 
. . 


vane 


JOUNSON ESCO 
eke eh tee eee 


FIRST IN FIFTY—This 800-line ad ran in 
88 newspapers Jan. 4, placed by C. J. 


| LaRoche & Co. It marks the first time 
Mead Johnson & Co. has run o consumer | 


First Consumer 
Ad Placed by 


Mead Johnson 


(Continued from Page 1) 
to expand into grocery distribution 
as well as national consumer ad- 
vertising. 

Until early in 1950 the company 
had refused to sell its cereal prod- 
ucts outside of the drug trade, but 
consumer demand forced a switch 
to the point where about 85% of 
its cereal sales now is done by 
grocers. 


s Competition for the company’s 


product in a grocer market indi- | 


cated to Mead Johnson the need 
for taking the cereal story to the 
general public. Once national dis- 
tribution is obtained for the new 
packages, ads will run in all cities 
of 50,000 population and over, and 
in a few months the company will 
run magazine ads. The incomplete 
schedule 
keeping, Parents’ Magazine, Look 
and hospital and diaper service 
publications. 

Before moving into consumer 
promotion, Mead Johnson, which 
uses some 250 medical journals for 
its general nutritional products, 
had Alderson & Sessions of Phil- 
adelphia conduct a cross-section 
survey of the medical profession. 
The researchers had with them an 
ad proof, prepared by C. J. La- 
Roche, which had run in several 


| Canadian magazines beginning last | 
August. Objections to the ad, which | 


had been pretested with the Can- 
adian medical profession, were al- 
most non-existent. 


s Mead Johnson contemplates no 
consumer advertising for the com- 
pany’s other products nor any sales 
to outlets other than the drug trade 
aside from the cereals, which are 


handled by a national chain set up) 


at the food brokers convention in 
Atlantic City last year. This chain 
is supervised by William A. Fox, 


includes Good House-| 


59 


National Baseball 
League Forms Radio 
Problems Committee 


New York, Jan. 4—Baseball ra- 
dio broadcasting “is here to stay,” 
despite complaints from minor 
league clubs that it has caused a 
drop in attendance, Ford Frick, 
president, National Baseball Lea- 
gue, said today 

He announced that league club 
owners will meet here Jan. 11 to 
discuss the minor league clubs’ 
protests over radio and TV broad- 
casts of big league games. The Na- 
tional league, he said, will set up 
a central office to handle radio 
| problems. 

He said radio was a contributing 
factor in 1950's 19% drop in minor 
league attendance but pointed out 
that bad weather and other factors 
were major causes of losses, and 
baseball attendance has suffered 
less than other sports. 


NCAA TO ACT ON TV 

New York, Jan. 4—Live tele- 
vising of college football games is 
expected to take a beating Jan. 11- 
12 at the National Collegiate Ath- 
letic Assn. convention in Dallas. 

Nearly all colleges in the Big 
Ten, Eastern, Southern and South- 
western conferences are expected 
|to support a ban on live telecasts 
|of football this year. 

An NCAA committee investiga’ 
|ing the effect of TV on game ai 
tendance will submit its report 
| the meeting. 


‘Business Editors 
to Hear President 


Wasuincton, Jan. 5—Preside: 
Truman will be the honor gu 
| at a dinner of the Society of Bu 
|iness Magazine Editors in t 
presidential ballroom at the H 
tel Statler here on Jan. 19. He w 
present the first Silver Quill awa 
| of National Business Publicatio 
| for distinguished service to t 
| business press to Paul Woot 
| former president of the society, 
| recognition of his work in p 
|moting closer contact and bet 
|understanding between gover 
ment officials and business pa 
editors. 

All sections of the business pre 
| whether members of the edito 
| society or not, are being invit 
| to attend the formal dinner. Key 
| officials of government agencies 
and members of Congress will be 
guests. 
| A major defense official is ex- 
| pected to make the principal ad- 
| dress. 


| Cities Service Oil Co. 
Sets Expanded Ad Program 


Cities Service Oil Co., New York, 
will have an expanded advertis- 
|ing program for 1951, although it 
| will be on an elastic basis. In ad- 
dition to its usual schedule of 
newspapers and trade publications, 
the Cities Service radio program, 
“Bands of America,” will add more 
stations in selected areas. Some 
television may be used, also on 
a selected local basis 
| The Jan. 15 issue of The Satur- 
day Evening Post will carry the 
third in a 13-week series of in- 
stitutional ads titled, ““The World's 
First Oil Well.” Succeeding in- 
sertions will stress the company’s 


said, only gives “city ratings,” 
which do not always accurately 
picture a program’s audience. 
Radio held a seven to five margin 
over newspapers and a four to 
one margin over television (meas- 
ured only in Boston and Philadel- 
phia) as the No. 1 news source. 
“Outside” area measurement was 
higher than this. 

Greatest listenership to news 
programs was found in the late 
evening, when 48.2% of the audi- 
ence were deliberate news listen- 
ers, either coming from other sta- 


J. Walter Thompson Co., New 
York, has acquired the Latin- 
American division of Pan Ameri- 
can World Airways from Grant | 
Advertising, effective Jan. 31. This} 
gives JWT, which now handles the 
system’s Atlantic and Pacific- 
Alaska divisions, the complete 
Pan American account. 


Spingarn Sworn In 
as FTC Commissioner 

Stephen J. Spingarn was sworn 
in as a Federal Trade Commis- 
sioner Jan. 4, giving the FTC a full 
quota of five commissioners. 


| head of the company’s cereal sales | 


division. 


Ofters Industrial Study 


The University of Washington 
Press, Seattle, has published “In- 
dustrial Potentialities of the Co- 
lumbia River Basin,” which re- 
ports on a recent survey conducted 
by the university’s bureau of busi- 
ness research. The study is broken 
down into the fruit, truck garden 
and livestock potentialities for the 
various areas throughout the Co- 
lumbia River basin, and the -in- 
dustrial requirements for expand- 
ing in each field. The price is $1.50. 


| age, progressiveness, research and 
service. Ellington & Co., New York, 
| handles the account. 


WBBM Fires Six for Slip 

Station WBBM, CBS-owned Chi- 
|eago outlet, discharged six em- 
|ployes last week because of an 
| off-color remark that went on the 
|air during a station break in the 
Rose Bow! football broadcast Mon- 
day. Those fired were two an- 
nouncers and four engineers. One 
announcer’s remarks—concerning 
some “orders” he didn’t like—were 
| heard when a cue for the station 
| call letters was missed. 
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PANEL PLANNERS—Members of the panel on “The Dynamics of 
the Printed Word” mop ovt plans for their session Jan. 15 at 
the Hotel Biltmore, which will be part of Printing Week in New 


York, 1951. Left to right: L. T. Alexander, E. I. du Pont de Ne- 
mours and president, Direct Mail Advertising Assn.; Dr. Daniel 
Starch, Daniel Starch & Staff; and John Wiley, Hill & Knowlton. 


Wilson Outlines Industrial Mobilization 
Assignments of Harrison and Valentine 


WASHINGTON, Jan. 4—Defense 
Production Administrator William 
H. Harrison and Stabilization Chief 
Alan Valentine have emerged as 
the two men with the most dif- 
ficult industrial mobilization as- 
signments. 

Mr. Harrison's new Defense Pro- 
duction Administration is respon- 
sible for all phases of production, 
including plant expansion, and Mr. 
Valentine is supposed to stabilize 
prices and wages. Both operate 
under the supervision and veto of 
Defense Mobilization Director 
Charles E- Wilson. 

Mr. Harrison’s job is roughly 
similar, in part, to the role of the 
all-powerful requirements com- 


mittee of the old War Production | 


Board. He finds out what the war 
program needs. Then he decides 


the right to tell the military they 
are asking too much. Moreover, it 
is responsible for planning indus- 
trial: expansion necessary to in- 
crease the nation’s output of scarce 
materials and equipment. 

Like the old requirements com- 
mittee, Defense Production Ad- 
ministration has little contact with 
the public. Its policy decisions ap- 
pear in the form of restrictions 
issued by the National Production 
Authority and half a dozen other 
agencies, just as they were before 
the arrival of Mr. Wilson. 


e The big difference, Mr. Wilson 
has pointed out, is that the pro- 


Office of Defense Mobilization: 
The top command, led by Charles 
E. Wilson, assisted by Sidney 
Weinberg (on leave as partner, 
Goldman Sachs Co., New York in- 
vestment concern) and Gen. Lu- 
cius Clay (on leave as chairman, | 
Continental Can Co.), has final 
responsibility for everything—pro-_ 
duction, food, transportation, 
manpower, stabilization, foreign 
aid. It gets advice from the newly | 
created Defense Production Board, 
a cabinet level committee that de- | 
bates basic issues. 

Defense Production Administra- 
tion: Set up by Mr. Wilson. to han- | 


| dle all phases of production. Top 


| AT&T president, 


man is William H. Harrison, ex-| 
who made a} 
good showing as first chief of Na- 


| tional Production Authority. It es- 


gramming and the operating re-| tablishes over-all priority for var- 


sponsibility has been 


separated. | jous 


programs; sets production 


| “For instance,” he points out, “Na-| goals; plans plant expansion; es- 


| tional Production Authority of the 


how to get the materials, plant! nepartment of Commerce hereto- | 
capacity and manpower to fill) gore had both programming and 
these needs. administrative power over priori- 

ties and allocations. These powers 
s But Defense Production Admin-| sre now transferred to the De- 
istration goes beyond WPB's old) tense Production Administration. 
requirements committee, for it has| But the actual issuance of orders 


j}after the approval of DPA will 
| continue to be at NPA. 

“Therefore,” Mr. Wilson ex- 
}| plained, “the change in organiza- 
| tion will not disrupt the channels 
| through which the public and in- 
dustry have been dealing.” 


THE LETTER SHOP, 


Chicago 5.1 linvis 


431 S. Dearborn St., e Here's how the line of authority 


shapes up: 


ONE CALL for ALL! 


From the basic 


DIMENSIONAL idea to 
DISPLAYS the finished 
Display 


RIVER RAISIN PAPER COMPANY 
DISPLAY DIVISION + MONROE, MICHIGAN © 


timates labor supply and require- 
ments; represents U. S. on inter- 
national allocation committees; is 
under Mr. Wilson’s 
and veto; implements its decision 
through half a dozen defense or- 
ganizations scattered throughout 
old-line government agencies. 


s Economic Stabilization Agency: 
Alan Valentine, ex-president, Uni- 
versity of Rochester and director 
of numerous banks and corpora- 
tions, is chief. It establishes poli- 
cies for stabilization wages and 


supervision 


Advertising Age, January 8, 1951 


The Eye and Ear Department 


viewing audience. 


beauty. 


and so on? 


for a ride. 


ferent opinion. 


Anybody who has revisited the Ed Syllivan program recently 
(“Toast of the Town,” Sunday 
doubtedly noticed a rise in the general quality of the acts. Better 
names and more of them. In fact, through sheer quality of en- 
tertainment, this strictly formula show has built itself a healthy 


The commercials, however, still seem to suffer from the re- 
strictions most automobile commercials have put on themselves. 
Shots of the car on the road. Coming into the camera. Going 
away from it. Voice-over proclaiming the car's captivating 


Now—to be constructive about this. Why don’t the auto- 
mobile companies take a tip from their own showrooms? Why 
don’t they simply have a salesman acquaint you with some of 
the competitive features of the car? Take Mercury’s Merco- 
Matic Drive. Why not let the audience hear the sounds of dif- 
ferent automatic drives? Why not show them charts demon- 
strating ease of shifting through various gears, lack of jerk, 


Or why not have the design of the car explained? Why a 
certain degree of slope to the windshield? Why a bulge here or 
an indentation there? Why the positioning of the various instru- 
ments on the panel? How about a look under the hood? 

After all, TV can very effectively bring the showroom right 
into your living room. What it hasn’t yet been able to do very 
effectively—even though it has tried mightily—is to take you 


As for the standard paeans of praise about a car’s beauty, if 
the recent Crowell-Collier survey means anything, it means 
the public makes up its own mind about what cars are good- 
looking and what cars aren't. It seems to this reviewer, however, 
that if car design were explained, the public might have a dif- 


nights over CBS-TV) has un- 


ABC Places First Order 
for Coast-to-Coast TV 


American Broadcasting Co. has 
become the first network to sub- 
mit an order in writing for full- 
time use of the inter-city television 
transmission facilities connecting 
Omaha with San Francisco, which 
will provide through TV program 
service between the East and the 
Pacific Coast. 

American Telephone & Tele- 
graph Co. has announced that coast 
| to coast television facilities will be 
| provided late in 1951. This will be 
|accomplished by connecting Omaha 
with San Francisco via Salt Lake 
City. 


To Air Championship Fight 


Pabst Sales Co., Chicago, for 
Pabst Blue Ribbon beer, has signed 
to televise and broadcast the 
world’s middleweight champion- 
ship fight between the present title 
holder, Jake LaMotta, and “Sugar” 


prices; works through wage stabi- 


ident) and Price Stabilization Of- | 
fice (Michael DiSalle, former | 
Mayor of Toledo). Mr. Valentine 
reports to Mr. Wilson and is sub- 
ject to his veto. 

National Production Authority, | 


other defense units: Operating 

: > agencies, carrying out policies | 
wee PION “sx. formed by Defense Production Ad- | 
(amps ministration. These agencies will 


| be the business man’s chief con- | 
| tact with the defense program, and 
| will maintain elaborate networks | 
'of industry advisory committees. | 
| These committees will help with | 

the preparation of control orders. | 

“Operating” agencies will sign the 
} control orders, and give emergency 
|help to business men unable to 
secure badly needed materials and 
| equipment. 


| 


Catalina Sets Contest Plans 


Catalina Inc., Los Angeles, for 
its bathing suits, has completed 
plans to launch a nationwide con- | 
test promotion beginning in April | 
and continuing through July 31. 
Twenty-five all-expenses-paid| 
vacation trips, via Pan American 
World Airways, plus 326 cash | 
prizes, will be awarded for the best | 
25-word entries on “The new 1951 
Catalinas are my favorite swim 
suits because.” Window display 
managers and advertising man- 
agers also may enter the contest for 
special awards for-the best win- 
dows on the promotion and for the 
best ads, respectively. Magazine 
ads and point of purchase material 
will be used. David S. Hillman Inc., 
Los Angeles, is the agency. | 


Ray Robinson, welterweight cham- 


lization board (Cyrus Ching, for-| pion, via CBS, Feb. 14, 9 p.m., 
merly U. S. Rubber Co. vice-pres- |CST. Warwick & Legler, New York, 


is the agency. 


Gittleson Names Funk, Levin 


Edward Funk, formerly in the 
art department of Sudler & Hen- 
nessey Advertising Art Studio, 
New York, and prior to that with 
the New Departure division of 
General Motors Corp., has been 
named production manager of Nor- 
man Gittleson Advertising Agency, 
Greensboro, N. C. Mrs. Helen 
Levin has been named art director 
of the agency. 


Andre Opens New Factory 

Andre Paper Box Co., San Fran- 
cisco, maker of special folding 
boxes, has just completed a new 
$500,000 factory, located on a five- 
acre site in San Leandro, Cal. Main 
sales offices and the research and 
design department will remain at 
545 Mission St., San Francisco. 


Cran Retires From ‘Sun’ 

George A. Cran, vice-president 
and advertising director of the 
Sun, Vancouver, B. C., has retired 
after 40 years with the newspaper. 
He will continue to serve on the 
board of directors. 


“Catchup” on sales! 


BREVITY. Just a headline and illus- 
tration is all that’s needed to get 
Ritter’s sales message over. And 
this proven Outdoor technique 
packs more wallop because it’s 
brief. Your customers will read 
your advertising on Outdoor 


panels... they'll remember what 
they read! General Outdoor Ad- 
vertising Co., 515 S. Loomis St., 
Chicago 7, Illinois. 


*%Covers 1400 q 
leading cities 
and towns 
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‘CHICAGO JOURNAL OF COMMERCE’ CHANGES HANDS—Ber- 
nard Kilgore, left, president of Dow Jones & Co., publisher of the 
Wall Street Journal, and John D. Ames, editor and publisher of 
the former Chicago Journal of Commerce, look over the first 
edition of the Chicago paper following its purchase by Dow 
Jones. Mr. Ames will continue with the Chicago paper as an 


‘Wall Street Journal’ Takes Over 
the ‘Chicago Journal of Commerce’ 


Cuicaco, Jan. 2—Dow Jones & 
Co., publisher of the Wall Street 
Journal, has purchased the Chi- 
cago Journal of Commerce from 
the Journal of Commerce Corp. 
(AA, Jan. 1). 

The New York Journal of Com- 
merce, which also is published by 
the Journal of Commerce Corp., is 
not involved in the transaction. 

Beginning today, the Chicago 
paper is being published as the 
“Chicago Journal of Commerce 
edition of the Wall Street Journal,” 
and brings the Wall Street Jour- 


nal’s regional editions to a total 
of four. 

The Chicago paper was founded 
in 1920 by A. S. Ames. It was sold 
by the Ames interests in 1947 to 
the Ridder interests, who have 
operated it since that time in con- 
junction with the New York Jour- 
nal of Commerce. 


s John D. Ames continued as edi- 
tor and publisher of the Chicago 
paper under Ridder ownership, and 
he now has joined the Dow Jones 
staff in Chicago as a top executive 
on the newspaper. 

Bernard Kilgore, president of 
Dow Jones & Co., has taken over 
the duties of publisher of the 
Chicago paper. William H. Grimes, 

| editor of other Wall Street Journal 
editions, also becomes editor of the 
Chicago edition. Robert M. Feem- 
| ster, chairman of the Dow Jones 
|}executive committee, will super- 
| vise all business office activities. 


executive of Dow Jones. The group at the right, also discussing | 
a copy of the same edition, includes Austin F. Christie, new od-— 
vertising manager of the Chicago Journal of Commerce edition of 
the Wall Street Journal; Theodore E. Callis, advertising director 
of all editions of the Wall Street Journal, and Frank B. Gris- 
wold, ad director of the former Chicago Journal of Commerce. 


According to Mr. Kilgore, Dow | 


Jones has no plans at present to} 


make any personnel changes, with 
two exceptions. Austin F. Christie, 
midwestern advertising manager 
of the Wall Street Journal, has) 
been appointed advertising man-| 
ager of the Chicago Journal of 
Commerce edition of the Wall 


Street Journal. 


Frank B. Griswold, advertising 
director of the former Chicago 
Journal of Commerce, has been 
named to the staff of Mr. Feemster, 
where he will be available for 
special assignments. 

The other change in personnel 
involves the appointment of Robert 
Bottorff, formerly managing editor 
of the Wall Street Journal’s Pacific 
edition, as managing editor of the 
Chicago business daily. 

According to the latest publish- 
ers’ statements submitted to the 
Audit Bureau of Circulaticns, the 
Chicago paper has a daily circula- 
tion of 33,390. The national circula- | 
tion of the Wall Street Journal on 

| the same date was 157,491. 


@ While there is a small overlap 
(8.2%) between the circulations | 


| Cassedy River 
Anthony y has been 
appointed general advertising and 


‘ 


61 
of Standard Varnish Works, New 


IRCULARS 


ex Bleck and White or Colors 


* NEWSPAPER SIZE or TABLOIDS 
* PRODUCED -. DELIVERED ON TIME 


SHOPPING NEWS 


09 Hom iton ove Cle 


Mills 


sales promotion manager of Dan 
River Mills, New York. He was 
formerly marketing assistant to 
the president of Yale & Towne 
Mfg. Co. 


Appoints Raymond Hart 
Raymond F. Hart has been ap- 
pointed assistant to the president 
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With KFSD 


The most listened to station in America's 
most responsive market, San Diego, California 
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soup with "'stay-on-top”’ KFSD! 


Immediately following the pur-| of the two papers, Mr. Kilgore said | 
chase, members of the Dow Jones/| that he does not think there will | 
executive committee and heads of | be any loss of circulation because 
various Wall Street Journal de-| of duplication. 
partments came to Chicago to get; Format of the Chicago paper will 
not be changed, at least until the 
new owners have completed an in- 
tensive study of the paper and 
plant. The Chicago Journal of 
Commerce rate card, which took 
effect Oct. 16, 1950, has not been 
changed. However, the Wall Street 
Journal rate card (which took ef- 
fect Jan. 1) now includes the Chi- 
cago paper as one of the four edi- 
tions. Only major change in ad- 
vertising requirements is the elim- 
ination of all front page advertis- 
ing in the Chicago daily. 

Chicago business and editorial 
offices of the Wall Street Journal ; 
will be moved to the Chicago Jour- | “ ' 
nal of Commerce building as soon 
as possible and the respective staffs 
will be merged. 
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The ONLY 5000 watt Day and Night 
Station in San Diego . . . Dial 600 
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NORTHWEST publication covers 
Minnesota, Wisconsin, North and 


1. | acquainted with each department 
1013 Fourth Ave. Se., Minneapolis 4, Mina. and the personnel in the Chicago 
office. 
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See How Your Product 
Compares With Competitors 


COLOR 
PROGSS 


: SEEING IS BELIEVING. Let us show you proofs of the 
1 finest process color plates, produced regularly for the lead- 

: ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 

plete 3-in-1 Service — Ad-setting, Engraving and Printing 

Sy —all under ONE roof. ONE contact and ONE order—a 
| definite saving of your TIME, TROUBLE ond MONEY. 

PHONE Whitehall 4-2300 


FAITHORN’ 


Get this New 1950 Consumer 
Survey of the Rockford Market. 
The fifth annual study of “HOW 
ROCKFORD CONSUMERS 
BUY” is a survey of buying 
habits, brand preference, 
ownership, and dealer dis- 
tribution in the following 
classifications... Food 
Products, Soaps and Clean- 
sers, Soft Drinks, Dog 
Foods, Toiletries, and 
Home kquipment. Send 
for your free copy today! 


Od Coe 
oe 


a 
@ 
- - 


on” 


4 Elgin National Watch Buys 
Wadsworth Watch Case 


Elgin National Watch Co., El-|} 
gin, IlL, has purchased all out- | 
standing capital stock of Wads-| 
worth Watch Case Co., Dayton, 
Ky. Wadsworth will be operated 
as a wholly owned subsidiary. 
Arthur W, Wadsworth will con- 
tinue as president of the new sub- 
Sidiary. 

Wadsworth will continue to 
make a portion of its watch case 
production available to manufac- 
turers other than Elgin. Elgin will 
secure a larger percentage of its 
cases from Wadsworth than in the 
past, and will continue to purchase 
the remainder f other manu- 
facturers. Wager also makes 
compacts, cigdret cases and allied 
gift items. and produces emblems 
| used on automobiles and home ap- 
pliances. 


QUALITY REPRODUCTION IN... 
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ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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“more and more of my hours of readin 
are devoted to 


‘4, : fagpont’ 


CHARLES E. WILSON, Director of Defense Mobilization and Formerly President, General Electric 
Company and Vice-Chairman of the WPB* 


. “More and more of my hours of reading are devoted to 
the business press. I think this is true of business men generally 
in these complex days. You editors of the business press: People 
take you very seriously. They believe what you say. 


“I remember that the business press created miracles of pro- 
duction during the war years by their efforts. I will be ever 
grateful for the business press,’’ said Mr. Wilson recently. 


Yes... More and more top management is turning to the business press. 
Major decisions made under stress of critical events require the sound, 
selective information and “know how” that only the business press is 
equipped to deliver. Top management has precious little time for reading. 
That's why business papers take priority. 


The Haire Publications, in ten specialized merchandising fields, are 
delivering monthly the “know how” to top management executives in the 
retail field. 


These are retailers, merchandise men, buyers — the very people on 
whom you depend to move your merchandise into the hands of America’s 
consumers. 
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+ HOUSEWARES REVIEW - HOME FURNISHINGS 

+ LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL 

+ CORSET AND UNDERWEAR REVIEW 

+ INFANTS’ & CHILDREN'S REVIEW - HANDBAGS & ACCESSORIES 
+ LUGGAGE & LEATHER GOODS - NOTION AND NOVELTY REVIEW 


+ COSMETICS AND TOILETRIES 


More Effective because They're More Sell-ective 


The 


Specialized Merchandising Magazines 
1170 BROADWAY, NEW YORK 1, N. Y. 


The message above first appearez cn ieinsp Atel ten eh tiniest te 
We repeat this message again because it is even more vital to today’s business conditions. 
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